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REPRESENTATIVES 


Make accuracy 


automatic in 
production line 
filling 


- with BRODIE Repeating Quantrols 


For barreling, can filling, blending or mixing 
Adjustable or single quantity repeating Quantrols 
Simple, fast, accurate, with fully automatic shutoff 
Quantity or number of packages progressively totalled 


:* eliminate overflows, short fills, improper blends, inventory or 
human errors, measuring accuracy must be automatically controlled. For every petro- 
leum product packaging, blending or filllng service, Brodie Repeating Quantrols provide 
the answer, Adjustable quantity or fixed quantity repeating Quantrols are available to 
handle all standard requirements in delivering and recording volume units ranging from 
one quart to 999 gallons, with capacities to 70 gpm. Whatever your packaging, blending 
or mixing problems, get full details on A.R.Q. and S.R.Q. Quantrols from your Brodie 
Meter Specialist. Write today for Bulletin No. 643. 


—Yauh-sOrary 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


CHICAGO 5, tL DALLAS, TEXAS SEATTLE 9, WASH. 
59 E. Von Buren 167 Parkhouse St 2721 9th Ave. N. 


wiTtTwH STOCKS AND SERVICE FACILITIES IN ALL 


PRINCIPAL 


Mode! B-50D Meter 

with A.R.Q. Quantrol, 
adjustable to repeat 
deliveries in any quantity 
from 2 to 999 quarts or 
gations 


Mode! B-40D or B-500 
Meter with $.R.Q 
Quantrol, available to 
deliver repeated fixed 
quantity of 5 or 53 
U.S. gallons 


Model X-31 Meter 

with $.R.Q 

Quantrol, avail 

able to deliver 

1 U.S. quart or gallon 

in repeated fixed quantity 


ETERS 


LOS ANGELES 22, CALIF. 
5401 E. Sheila Street 


cirries 








News of a new product 


Ethyl” Diesel Ignition Improver 


enables refiners to produce 
large quantities of high-cetane 


diesel fuel economically. 


With Ethyl’s cetane-improving additive you can 
include greater quantities of cracked distillates in 
diesel fuels and still maintain the specified cetane 
level. Ask your local Ethyl representative for full 
information about application of this product to your 


specific processing situation. 


Ethyl Corporation 


NEW YORK 17, NEW YORK 


ATLANTA, BATON ROUGE, CHICAGO, DALLAS, DAYTON, DENVER, DETROIT, HOUSTON, KANSA 
CITY, LOS ANGELES, NEW ORLEANS, PHILADELPHIA, PITTSBURGH, SALT LAKE CITY, SAN 
FRANCISCO, SEATTLE, TULSA, MEXICO CITY AND TORONTO (ETHYL ANT'KNOCK >.) 
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REDUCE YOUR “DOWN-TIME” 


~ WITH § OPW 
’ Va ves 


“Down-time” frequency for valve repair is appreciably lessened 

a eng OPW Valves aries’ need ~ hazardous liquid ser- 
b are ground tighter, engineered with larger stuffing boxes, 

aces Ie to closer tolerances, and produced of the finest grades of 

bronze and aluminum. Highest possible quality is reflected in the 

3 bility, ruggedness and precise flow control of all OPW 
ves. 


menaiaing the need and answering the demand for a valve which 
would reduce the tare weight of truck tanks without sacrificing peak 
efficiency, OPW has deve the lightweight 676. After exhaus- 
tive tests, it has been added to the complete family of OPW Valves. 


CHARACTERISTICS OF THE 676 VALVE 


Flanged or screw and bolted bonnet of OPALUMIN, as ne 
as bronze, one third the weight. Interior parts of precision machi 
bronze. Ball and socket double discs, self aligning, tapered design 
seating against hand lapped renewable bronze seat rings for a sure, 
vapor-tight, no-leak closure. Renewable seat rings are threaded and 
seated against shoulder, so despite contraction and expansion of the 
, the ed ring remains: seated. Compound double acting 
threads allow closer clearance when valve is opened, require fewer 
turns to open and close. Strong, large diameter stems do not bend. 





GATE VALVES @ EMERGENCY VALVES © CROSS CHECK VALVES ¢@ OPW CORPOR TION 
CROSS VALVES @ CHECK VALVES e GLOBE VALVES © PRESSURE A 


RELIEF VALVES © COMPRESSION CHECK VALVES @ LOADING VALVES 2735 COLERAIN AVE. @ CINCINNATI 25, OHIO 
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Why L. T. White, 
of Cities Service, > 
is TBA sales ef 
fort proponent, 


Special report 
tells how and 
why sons are fol 
lowing fathers in 
oil jobbing busi 
ness, 

p. 39 


Mechanical 
changes in new 
cars and what 
they'll mean to 
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Want a military 
contract for oil? 
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Together, this father and 
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MIGHTY 
SPECIALS 


from Flying 
Red Horse Research... 


Wobil 


SPECIAL 


The Only Gasoline 
Double Powered with 


Mobil Power 
Compound — 


most powerful combination 
of chemical additives ever put 


Sog: 

into an li gen 
y gasoline to correct > ee 

engine troubles... UM * 


Va, 


Top Octane ited Mobiloil Special in effect adds octanes to 


gasoline! Best lubricant for any car—new 
for greatest knock-free power— or old—in extreme heat or sub-zero cold. 
Adds years to engine life! 
result of the world’s most ae 7 








advanced refining developments! 


Here's the perfect pair to power and pro- fleets of vehicles, New Mobiloil Special 
tect today’s modern cars... reduced gasoline consumption—increased 
miles per gallon up to 23% —over results 





Mobil —hoosts engine powe “ : ; ‘ > 
meg Ley ser to pac iy obtained with conventional high-quality 
passenger car engines showed increases SAE 20 motor oil. 

in engine power output up to 25”) when a. ae 

using New Mobilgas SPECIAL as com- 


This mighty pair is the best yet from 
pared to conventional premium gas, 


Flying Red Horse research — your prom- 
Mobiloil Special —boosts gas mileage _ ise of still better products when car en- 
up to 23%! In identical road tests, using gine design demands them! 


SOCONY-VACUUM OIL COMPANY, INC. 


and Affiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. 
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N OST of you will be interested in some NPN 
4 staff changes because so many of you 
know the men involved 

Herbert A. Yocom has been named editor of 
Petroleum Week, the new across-the-board oil 
publication McGraw-Hill will start publishing 
next summer. (Last month, NPN carried details 
about Petroleum Week. Incidentally, it will be of 
interest to marketers because it will supply all- 
industry information that will supplement the 
basic marketing material you get from NPN.) 

McGraw-Hill selected Herb for the task be- 
cause of his rich background, long experience 
and his high standing in the industry. Herb joined 
NPN in 1943 as Washington editor. He held this 
position until he was appointed managing editor 
in 1951. A year ago he was appointed editor. 

I should like to emphasize that Herb will be 
available to NPN for consultation even though 
he won't be working actively on the publication 
So, fortunately, he won't be lost to NPN 

Frank Breese succeeds Herb as editor of NPN 
Frank, too, has a fine background in oil reporting 
and knows the industry well. He has specialized 
in oil marketing as a reporter and editor. He 
joined NPN in 1948 as Pacific Coast editor 
Early this year he was appointed managing editor, 
taking Herb’s place. At that time he was trans 
ferred to New York where he has been broaden 
ing his experience. 

John Barton, news editor of NPN, takes Frank's 
place as managing editor. Here again, we have 
a man who has become an expert oil reporter, 
concentrating on marketing. John has been work- 
ing closely with Herb and Frank in the editorial 
planning and directing of NPN 

John joined the NPN staff in 1949 in Cleveland, 
its former headquarters. He has spent much 
time in the field reporting on marketing develop- 
ments and covering jobber association meetings 
In addition, he has held assorted staff positions, 
strengthening his industry background 

On the West Coast, new strength is added to 
NPN. 

Don Sweeney has returned to the staff as Pa 
cific Coast editor. For the past six years, Don has 
been with General Petroleum Corp., Los Angeles 
His marketing experience predates his service at 
GP. Between 1946 and 1948, Don was Pacific 
Coast editor of NPN and the Oilgram. He suc- 
ceeds Charlie Pollak who has left NPN to be 
come manager of Tide Water Associated’s public 
relations department 


Harry Wannert., Publisher 
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ustomers 
eye view 


The Gilbarco 906 does a lot more than just deliver gasoline. It's a 
salesman that’s always on the job, helping to bring customers into 
your station. 


And not only is it designed from the base up to help give your station 
the attractive appearance that builds business, but it has every feature 
of design and construction that counts for fast, smooth operation and long 
service. Just a few of the features that put it years ahead in the field... 
easy-to-read dial face (20° larger, 200°% brighter)... Easy-Reach hose 
... rugged construction ... and ease of servicing. 


When you choose the Gilbarco 906, you know you are getting all the 
advantages that design, engineering and long experience can build into 
a pump—reasons why Gilbarcos are The Most Widely Used Gasoline 
Pumps In The World. 


Before you choose any pump 
write us at West Springfield for color-illustrated booklet. 


Gilbert & Barker 

Manufacturing Company y 

West Springfield, Mass. Mt} er 

Toronto, Canada Pup Mast woes V5 
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C. C. Wakefield & Co. Lid. has been a 

consistent user of Tri-Sure* Closures since 

their inception—and, before that, used 

American Pressed-In Flanges and American 
Tamper-Proof Cap Seals, the forerunners of 
Tri-Sure Closures. 

Year after year, ‘“Tri-Sure protection” is a valued 
feature of Wakefield’s Castrol Motor Oil and 
Wakefield Industrial Lubricants— known the world 
over for their uniformly fine quality— and shipped 
all over the world in Tri-Sure equipped drums. 


It would be difficult to estimate how many hundreds 

of thousands of miles Wakefield products have 

travelled in Tri-Sure equipped drums. But the fact 

that Wakefield insists on Tri-Sure protection as 
consistently today as ever before is testimony to the kind 
of protection that Tri-Sure Closures give. 

If you want complete security from losses due to leakage, 
tampering and contamination—if you want to make sure 
that the quality you ship is delivered—give your product 
the protection of the Tri-Sure Flange, Plug and Seal. When 
you order drums, always specify ‘“T'ri-Sure Closures.” 


*The ‘Tri-Sure”’ Trademark is a mark of reliability backed by over 30 years 
serving industry. It tells your customers that genuine Tri-Sure Flanges 
(inserted with genuine Tri-Sure dies), Plugs and Seals have been used. 


“Tri-Sure” is the trademark 
American Flange & Manufacturing Co. Inc. ¢€ LOS U @ € & 
Tri-Sure Closures are available through 
IN CANADA: Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
CONTINENTAL EUROPE: B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
IN THE UNITED KINGDOM: Van Leer Industries, Lid., Seymour House, 17 Waterloo Place, Pall Mall S. W. 1, London, England 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
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Dropping Oil Ratios— Motor oil ratio reports for spring- 
summer 1954 show service station oil sales still declining 
in relation to gasoline sales. Preliminary data show the 
average U. S. percentage will be about 1.28, compared 
to 1.36 for the same period a year earlier, and only seven 
points higher than 1953 fall-winter’s 1.21. Only one dis- 
trict (District 5 on the West Coast) indicates it will better 
its 1953 spring-summer ratio. 


Trade-for-Aid Incentive—A major company trying to 
develop a market for its motor oils in areas where it has 
no gasoline or heating oil business has hit on a new incen- 
tive. It offers Independents training and merchandising aids 
it uses in its own successful chain of service stations in its 
regular marketing area. In return, it hopes the Independents 
will push—or at least display—its motor oil. The company 
believes it can give the Independents real help because 
many of them lack the experience that gives the majors an 
advantage. The newcomer would supply them with that 
major know-how. 


Key-Punch Inventory Control—One large major oil 
company is converting its entire TBA inventory control 
records to a key-punch tabulator system. It expects the 
move to speed information about inventory changes at 
field points and lead to faster TBA turnover. 


Jobber Association Trend—lInterest in the formation 
of two more state oil jobbers associations has cropped up, 
and a third—Colorado—is in the process of being estab- 
lished. Inquiries from Washington state and Vermont re- 
quested information about organizing associations. It is 
expected that steps will be taken this year to activate 
groups in those states. 


Chrysler Discusses Plug Fouling—Chrysler Corp. says 
it can solve spark plug fouling problems without going 
to a larger plug, as did Ford, Lincoln and Mercury in 
1955 models. What the answers are, Chrysler won't say 
at the moment, explaining only that they are available 
if “fouling problems ever become serious enough to war- 
rant a change” in various Chrysler Division engines. I. C. 
McKechnie, Chrysler’s chief electrical engineer, says “any 
one of these solutions would be more effective than a 
change in spark plug size.” The Ford group went to 
18-mm plugs in 1955 models, but other makes stayed 
with 14-mm plugs. 
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New Round in PX ‘Gas’ Fight——National Oil Jobbers 
council is hoping for better luck in the new Congress in 
its fight against continuation and expansion of gasoline 
service stations on military bases. The outlook hasn't 
improved much on the House side, since Chairman Daw- 
son (D., Ill.) of the House Government Operations Com- 
mittee backs the military to the hilt. But fresh hope appears 
in the Senate, with Chairman Sparkman (D., Ala.) of 
the Senate Small Business Committee expected to press 
the issue more than did the former chairman, Sen. Thye 
(R., Minn.). In a speech, meanwhile, Budget Director 
Rowland R. Hughes indicates that the Administration sees 
the PX services as federal competition with private busi- 
ness, justified by national policy. Hughes puts PX opera- 
tions among federal business enterprises resulting from 
“consciously determined national policy.” 


Premium Pain—tThe rash of premium offers that has 
grown to new highs in oil marketing circles in the past 
two years may have reached the point of diminishing 
returns. One TBA manufacturer that has been matching 
competitive premium offers is beginning to doubt their 
value, particularly after a check showed that its sales 
held up in no-premium periods. Now the company wonders 
if its premiums haven't been paying for business it al- 
ready had. 


1955 Travel Slowing—Gasoline and oil marketers on 
principal travel arteries will be launching the new year 
with at least one big roadblock ahead of them: Vacation 
driving has leveled off after a steady climb since 1946, 
American Automobile Assn. estimates that travel this win- 
ter will be, at best, about the same as a year ago. AAA 
member clubs back up the leveling-off estimate. Their 
trip routings were down 1% during the first nine months 
of 1954 against a year ago, despite a rise in membership. 


Building Farm-Oil Ties—American Petroleum Institute's 
Committee on Agriculture will strengthen its bonds with 
the nation’s farmers this year by helping to sponsor a 
“Four Outstanding Young Farmers” award. Working with 
the U. S. Junior Chamber of Commerce, the API com- 
mittee will share the cost and work involved in the award, 
to be made at a special program and dinner June 2 and 3. 
The committee also will share in the publicity and other 
benefits of the award, which API calls “another in the 
farm service series.” 


For more Ahead of the News 
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—— Ahead of the News 


Jobber Savings Fund— A widely known Midwest jobber 
is trying to enlist his supplier’s co-operation in setting up a 
savings plan whereby the jobber can build up funds for 
capital investment, The supplying company has been recep- 
tive, but final decision will have to come from its board of 
directors. The jobber’s idea is that he would pay extra— 
perhaps 0.2¢—for each gallon of product he purchased. 
The supplier would set this aside in a special fund for the 
jobber, perhaps paying him interest. The jobber would 
agree to put the accumulated capital back into his business 
at the end of a specified time—perhaps one year, or even 
five. 


Bigger, Fewer Tank Loads—Congested highways in 
metropolitan Los Angeles are prompting large oi] marketers 
to increase tank truck payloads. Besides the savings in- 
volved, companies feel, the trend is sound from a public 
relations standpoint. Union Oil Co., for example, says it 
has reduced the number of its trucks, while transporting 
the same volume of products. In terms of truck procure- 
ment, this means that some vehicles can become obsolescent 
before they wear out. Developments such as the frameless 
semi-trailer may make it more advantageous to buy new, 
better-paying equipment than to keep old vehicles on the 
road. 


New Tire—TIwo Standard Oil companies are marketing 
an Atlas brand, premium-priced tubeless tire starting about 
the first of the year. 


Truck Tax Formula—American Petroleum Institute is 
giving serious consideration to devising a simplified for- 
mula to help oil marketers calculate how much special 
truck taxes add to their costs. NPN’s report on what the 
Ohio axle-mile tax costs Standard Oil Co. (Ohio) each 
year (NPN, Sept. 1, p. 28) may form the basis for the final 
formula. Comments at API transportation meetings in- 
dicate the Sohio report has started some other companies 
thinking along the same lines and taking Sohio’s approach. 


Gas Threat?—Fuel oil distributors have a stake in cur- 
rent attempts to drill for underground gas storage cavities 
around the District of Columbia. Underground storage 
in old gas or oil fields is nothing new. But deep drilling 
for virgin storage domes is something different. It could 
mean better and more extensive gas service—and more 
competition for oil—in areas heretofore restricted by pipe 
line peak day capacity, The Washington Gas Light Co., 
for example, hopes this reservoir drilling will permit ex- 
tension of service to southern sections of Prince Georges 
County, Md. 
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Tax for LP-Gas, Too?-—-Commission agents in Texas 
this year probably will step up their efforts to get a state 
tax put on LP-gas sales to farmers, thereby forcing the 
farmer to apply for tax refunds on both LP-gas and 
gasoline purchases. The consignees believe this will help 
their fight to retain farm business against keen LP-gas 
competition. 


Marketing to Women—A service station especially de- 
signed to attract women motorists is planned for construc- 
tion late in 1955 by a large Midwest jobber marketing in a 
metropolitan area. To be located near a suburban railroad 
station and across the street from a new shopping section, 
the outlet will feature a large lounge and dressing room 
where women may gather to meet friends or wait for their 
husbands’ trains. A canopy will protect the entrance, and 
a color scheme to appeal to women will be selected. The 
jobber will stress the fact that a woman can get her car 
serviced while she’s shopping in the neighborhood. 


New Credit Card—Next month, Standard of Ohio will 
begin switching to a new credit card system—Simplan. 
At the start, only stations in the Akron Division will be 
equipped with the new imprinter-perforator devices. These 
cut IBM-type sorter holes into invoice forms at time of 
sale, New vinyl plastic credit cards are being issued, em- 
bossed with customer’s name and address and pre-punched 
with IBM perforations, 


Oil Filter Development—aA radical departure in auto- 
motive oil filter systems may pop up in a year or so and 
conceivably could appear on some 1956 model cars. Tests 
of the system, which employs a centrifugal-type separator, 
are being run on passenger cars, with preliminary results 
promising. The separator operates on a fullflow principle 
in oil lines and is designed to remove dirt particles from 
the engine lubricating system, depositing them in a sump 
from which they may be removed periodically. Price 
is expected to be in line with that of present filters. The 
unit also may become available as replacement for con- 
ventional oil filters on current car models. Production 
is about seven months away. 


Smog and LP-Gas—The growing attention to smog 
problems in major population centers will spur the use 
of LP-gas as motor fuel, says an official of a leading gas 
producer in the Southwest. He recalls that a high-level 
committee of scientists studying smog in Los Angeles has 
recommended j.P-gas as fuel for city buses and large trucks 
operating in the urban area, and cites its increasing use 
for fork-lift trucks, tractors and other automotive equip- 
ment in large industrial plants. 
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(¢ per gal.) 
Dec.** Nov. Dec. 
1954 1954 1953 


Gasoline 11.24 11.24 12.18 
Kerosine 10.50 10.42 10.29 
Distillate 8.97 8.90 8.96 
Residual 4.02 4.06 4,21 
4 principal 
products 8.70 8.70 9.21 
Lube oil 16.46 16.34 17.53 
BE dering « peas Crude at 
ite tee a hes ; well ($ 


per bbl.) 2.81 2.81 2.83 
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Dec.* Nov. Dec. 
MONTHLY PETROLEUM STATISTICS “7 be = 
Primary Stocks (Last Day) 

Finished and unfinished gasoline qaaen wed 150,653 150,441 157,872 
Distillate fuel oi] (thous. bbl.) ..... : 124,067 132,924 111,741 
Kerosine (thous. bbl.) .................. 34,210 35,778 28,684 
Residual fuel oil (thous. bbl.) le 52,803 54,851 49,370 
Crude oil—B. of M. (thous. bbl.) ... 265,373 267,641 276,676 

Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,062 6,955 6,964 
Foreign crude included (thous. bbl. daily) 692 626 618 
% of refinery capacity operated . : 84.6 83.3 87.9 

Refinery Output 
‘ Gasoline (thous. bbl. daily) _.. si 3,459 3,408 3,453 
Kerosine (thous. bbl. daily) 378 345 362 
Distillate fuel oil (thous. bbl. daily) 1,557 1,573 1,432 
Residual fuel oil (thous. bbl. daily) 1,112 1,115 1,247 

4 Crude Supply 

U. S. crude oil production (thous. bbl. daily) 6,325 6,246 6,238 
Crude oil imports (thous. bbl. daily) + 613 663 598 





*Through Dec. 10, 
Source of Data: API Weekly Reports, except 1953, Bureau 
of Mines. 












MONTHLY MARKET TRENDS Latest Month Previous Month Year Ago 














Petroleum products in secondary storage (thous. bbl.) 53,933 (Oct.) 54,871 57,163 
Exports of crude and refined products (thous. bbl.) 9,125 (Sept.) 10,240 11,310 
Average station gasoline price, ex tax (¢ per gal.) 21.26 (Dec.) 21.28 22.11 
Gasoline consumption (million gal.) ............. 4,384 (Sept.) 4,564 4,254 
Service station permits (number) 604 (June) 513 482 
Passenger cars—domestic shipments (thous.) .. . 215 (Oct.) 293 517 
Trucks and buses—domestic shipments (thous.) 49 (Oct.) 51 80 
Automotive replacement tire shipments (thous.) 4,251 (Oct.) 4,537 4,241 
Replacement battery shipments (thous.) 2,725 (Sept.) 2,481 2,852 
Oil burner shipments (thous.) 103 (Sept.) 91 101 
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= supply and demand 


U.S. Oil Products Demand Is Reviving 


After ng behind 1953 de- 
mand for 10 months in 1954, 
total demand in November for 
the volume products at U. S. re- 
fineries jumped 3.5% ahead of 
November, 1953. Preliminary 
figures indicate even a larger rate 
of gain in December for these 

roducts (gasoline, kerosine, 
istillate fuels and residual fuel). 

The recent recovery is expected to 
continue through 1955, when daily 
average over-all demand for these 
products is forecast at 5% more than 
1954. The improvement for the U, S 
refiners will be entirely in the domestic 
markets, except currently for heavy 
fuel oils. Exports of oil products for 
1954 were considerably below those 
for 1953. 

Principal causes for the improve- 
ment in shipments from refineries is 
the recovery in general industrial ac- 
tivity here and larger shipments of 
heating oils this late fall and early 
winter as compared with the same 
week in 1953. 

Refiners, at least through the early 
part of December, were meeting the 
increased demand by drawing on 
stocks and in some instances by shift- 
ing product yields, rather than by 
stepping up their runs of crude oil. 

If this trend continues and the 
volume of production of gasoline is 
thus held down, total U. S. gasoline 
stocks Dec, 31 will not be as burden 
some as anticipated. 

Gasoline Up—Gasoline is the one 
major refinery product where over-all 
demand (domestic and export) has 
been ahead of 1953 all the way. For 
10 months of 1954 demand as shown 
by refinery shipments was 1.6% 
greater than 1953; the rate of gain 
in November was 4.4%. A larger gain 
was indicated in December, 

In 1953, gasoline stocks at refineries 
built up by nearly 6,000,000 bbl. in 
November and 8,700,000 bbl. in De- 
cember, In November, 1954, they 
increased by less than 1,000,000 bbi., 
and this rate was maintained in the 
first part of December, Total U. S. 
inventories stood at about 150,500,- 
000 bbl. Nov, 36. 

Distillate Off—Demand for middle 
distillate products (kerosine and dis- 
tillate fuels) at U. S. refineries for 
the first 10 months of 1954 was about 
2% less than in 1953, due chiefly 
to the warm 1953-54 winter. Indi- 
cated shipments of middle distillate 
fuels November, 1954, are 9% larger 
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than in November, 1953. 

Refiners’ distillate stocks for the 
U. S. on September 30, 1954 were 
2,000,000 bbl. higher than in 1953. 
By Nov. 30 these inventories were 
168,702,000 bbl., almost the same 
volume as the year before. With- 
drawals of these stocks in December, 
1953 were over 28,000,000 bbl., and 
the U. S. total Dec. 31, 1953 was 
about 140,400,000 bbl. Stocks of 139,- 
200,000 bbl. have been forecast for 
Dec. 31, 1954. 


























Currently sharing in the reviving 
markets for oil products are residual 
fuel oils, which have been inactive the 
last few years. For the 10 months 
of 1954, total U. S. and export de- 
mand for them was 8% less than 
for the same period in 1953, and 
November demand was below that for 
the previous November. Indications 
in December were for growing de- 
mand for this product and the antici- 
pated market for 1955 is 1.7% larger 
than for 1954, 





Key to the Late Winter Heating Oil Markets 


is the volume and distribution of refiners’ middle distillate stocks by refining districts 


(1000 bbl.) 


Bureau of Mines 
Sept. 30 Nov. 30 % 


1953 
59,105 
29,563 
88,668 

3,441 
32,215 
15,711 

7,996 

- 90,963 
148,031 
15,106 
163,137 


Refinery District 
East Coast 
Gulf Coast 
Total Coastal 
Appalachian 
Ind.-Ill.-Ky 
Okla.-Kans.-Mo. 
Other Inland 
Total Inland 
Total East of California 
California A 
Total U, 8. 


154,432 


168,716 


API Data 
Sept. 30 Nov. W % 
1954 1954 Change 
60,936 63,864 +438 
28,106 29,064 +3.4 
89,042 92,928 +4.4 
4,315 4,592 
35,303 34,347 
15,313 15,116 
8,237 7,854 
63,168 61,909 
152,210 154,837 
13,667 13,865 
165,877 168,702 


1953 
65,316 
29,062 
94,378 
3,691 
33,864 
14,925 
7,574 
60,054 


Change 


14,284 


(Stocks include those at refineries, at large terminals and in pipe lines) 
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Enjay helps keep your sales out front 





IN PETROLEUM (Lubricants and Gasoline Additives) 
Products that lead in sales are the products that deliver 
dependable quality and performance. And where quality 
and performance count, rely on Enjay. Enjay supplies 
the chemical, surface coating and petroleum industries 
with a complete line of uniform, high quality petroleum 
chemicals, backed by pioneering research, experience 
and proved results. Enjay is also ready to assist you in 
developing new or improved products through chem- 
istry. Call Enjay next time for your chemical needs. 
Enjay Company, Inc. ¢ 15 West Sist Street, New York 19, N. Y. 
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IN CHEMICALS 


PETROLEUM 
PARANOX 
PARATONE 
PARATLOW 
PARAPO!L 
PARADYNE 
PARAT AL 
PETROHOL 

Metny! Ethyl Ketone 
Dewaning Aid 

Ethyt Ether 
Isopropyl Ether 
Reference fuels 


(Synthetic Fabrics) 


SURFACE COATING 
PETROHOL 9) 
PETROHOL % 
PETROHOL 99 

jAYSOL 

Secondary Butyl Alconot 
Secondary Buty! Acetate 
isopropyl Acetate 
Acetone 

Methyl Ett Ketane 

Dic ylopentadienn 

Ethy! Ether 

tsopropy! Ether 
Maphthenn« Acids 

180 Octy! Alcohol 

Decy! Alcohol 
Denatured Ethyl Alc ont 


CHEMICAL 
PETROHOL 91 
PETROHOL % 
PLTROWOL 
jAYSOL 

190 Octyt Alconot 
Decy! Alcohol 
Denetured Ethyl Alconot 
Tridecy! Alconot 

bu ylopentadiene 
Isoprene 

Butadiene 

Lrhyt Ether 
isopropyl Ether 
Tetrapropylene 
Tripropylene 
Aromatic Tare 
Beniene 

Acetone 

Methyl! Linyl Ketone 


35 successful 
years of 
leadership in 
serving industry 
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FRAM CORPORATION, Providence 16, R. |., Fram Canada Ltd., Stratford, Ont. 
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Survey after Survey... 


shows that motorists prefer FRAM more 
than 2 to 1 over any other brand of oil 
filter cartridge. 


And that’s putting it mildly... 


In many cases the preference for FRAM more than equals the 
preference for the next two most popular brands combined! 


All of which adds up to the fact that FrRAm provides more 
customers. Pre-sold customers! Customers who come back 
again and again! Need we say more? Investigate FRAM 
for your TBA line NOW! Ask us for facts and figures! 


Only FRAM offers ALi these advantages... 


FRAM is standard equipment on more cars and trucks! 
FRAM is custom-engineered for most every engine! 


FRAM is backed by the industry’s strongest, most 
liberal, unconditional money-back guarantee .. . the 
only guarantee of its kind! 


FRAM Cartridges are protected by metal! 


FRAM gives you the most effective 
advertising-merchandising program 
in oil filter history! 


lL ae i ee 


. : ee be ae Fe : : 4 ie “ “iy 
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| FOR PROFITABLE 
| TIRE MERCHANDISING / 
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AN EXTRA-PROFIT PACKAGE for service stations bigger one, or to reap the utmost return in amy size 
operation. Dayton offers you all these sales features in 


is nearly always welcome—and one containing so 
one big package for profitable tire merchandising: 


many valuable merchandising advantages as the Day- 
ton Thorobred Franchise is rare indeed. You not only 
get a leading-quality product in Dayton’s complete 
line of passenger tires, but everything you need to 


Sensible, Competitive Pricing 
Complete High-Quality Line 

Written Service Guarantees 
Aggressive Advertising and Promotion 
Attention-Getting Sales Aids 


help you sell it as well! 

Just take a look at the unique features of the Day- 
ton Franchise package, and you'll understand how 
more and more stations, from small outlets to super oe 
service stations, are realizing new, bigger profits than On-the-Spot Sales Training 
ever before, the easy Dayton way. Call, wire, or write Helpful TBA Field Merchandisers 
today if you want to build a small business into a Experienced Management Counsel 


Dayton is one of the leading suppliers of Private Brand Products to 
the Petroleum Industry, currently serving over 100,000 stations. 


Dayton Hulblbar 


DAYTON RUBBER COMPANY, DAYTON 1, OHIO 


A COMPLETE LINE OF THOROBRED PASSENGER AND TRUCK TIRES — ENGINEERED SINCE 1905 
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From the ground...up 


ENORMOUS SUPPLIES OF BASIC RAW MATERIALS 
ARE BEGINNING TO EMERGE FROM “TREASURE CHEST” LAND 











A rich storehouse of undeveloped wealth extends over thousands 
of square miles throughout the Utah, Idaho, Wyoming and Colorado 
area served by Utah Power & Light Co. Already digging into it are 
U. S. Steel, Kennecott Copper, Monsanto, U. S. Vanadium, Vitro 
Uranium, Westvaco and scores of other well-known firms. So vast 












and diversified are the proved resources that truly fabulous 
opportunity awaits industry here. 











Every major basic raw Low-cost power, water, 
chemical. fuel. 


© 60% of U.S.A. phosphate § , intelligent and stable 


reserves. labor force. 
© 214 different minerals. 













e Sound diversified 
economy. 






@ One-third of nation’s 












P copper. 
% e Largest proved uranium ° Healthful climate with 

reserves in nation. low humidity. 

e Greatest concentration ¢ A gateway to the rich, 
of non-ferrous metal far west market where 

; mills, smelters, refineries America is growing 

in U.S.A. fastest. 

e Largest steel mill west ¢ Plus... plenty of 
of Mississippi. “elbow room.” 















Write, wire or telephone for 
AREA RESOURCES BROCHURE 

“A Treasure Chest in the Growing West.” 
Inquiries held in strict confidence. 
Address: W. A. Huckins, Manager, 
Business Development Department 

Dept. 20, Utah Power & Light Co 

Salt Lake City 10, Utah. 


UTAH POWER & LIGHT CO. 


A Growing Company in a Growing West 
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AVIATION FUEL FOR AIRBORNE AMERICA must be handled quickly, safely and 
economically. That’s why you'll find so many high capacity, dependable Marlow Self-Priming 
Centrifugal Pumps on airport refueling trucks. Whenever fast fuel handling is a requirement, 
Marlows are overwhelmingly preferred for their efficiency, low cost and low maintenance 
operation. More and more Marlows are being used for petroleum handling service. 


marlows do the job faster! 


Where performance counts, majors and independents alike, are buying more Marlow 
Self-Priming Centrifugal Pumps than any other self-priming pump in the marketing 
field. Marlow has the broadest line of self-primers from which to choose. They’re 
“tailor made” for bulk plant or tank truck application. Speed operations . . . modernize 
with Marlows. See your Marlow dealer today or write for Bulletin PM-50. 














W QUALITY \/ PERFORMANCE V VALUE 








By Choosing Crown ‘‘F’’ Styles 


All Sizes — Quarter-Pints to Gallons. Your 
choice of Crown or other closures. 


Finest Quality Containers, worthy 
of your product. 





? Vel, The BEST for your money, PLUS a 


Utmost product protection. 
Full-color lithography that sells. 





package that pays its way in merchan- 
dising your product to win customers 
and move your wares. 











Call!...Write!...Today! 


Ask any Crown Sales Representa- 
tive for full details about specifi- 
cations, label designs, price 
quotations, etc. Let Crown “F” 
Styles go to work for you. 


aa 


Opty Crmiiad Langatd Cin Mtanufididiiid CROWN CORK & SEAL COMPANY, INC. 


PHILADELPHIA . CHICAGO . ORLANDO . BALTIMORE . NEW YORK 
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CROWN CAN DIVISION 


BOSTON . ST. LOUIS . SAN FRANCISCO 
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TUNG-SOL has the 
+¢ make LAMP SALES 2 
of your TBA sales ! 


_ Auto Lamps Alone Account For More Than $75,000,000 Of TBA Sales A Year 


$75,000,000—quite a chunk of business! And you can get your full share! Add 
lamp sales to your regular service. Volume and profit will mount rapidly with 
little additional effort. 


Right now Vision-Aid Headlamps represent changeover sales of more than $4,00* 
per car. And every car that drives in for anything—from a tank of gas to a road 
map—is a potential customer. 

Tung-Sol has developed a special TBA program geared to producing added sales 
and profits for you. Write, wire or phone our TBA Sales Division for complete 
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products and the program 
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TUNG-SOL 10-point TBA program for lamp merchandising 


] MARKET FORECASTING Automotive lamp potentials is 6 SALES FOLLOW-THROUGH Daily order progr 
dollars and units are forecast annually for each customer's system assures Cus ers of lamp deliveries being s 
marketing area promptly 

2 SALES REPORTS Monthly reports are made to each custor 7 FIELD SALES STUDIES De lers 
er showing sales performance for the current month and year periodically to deter e me ! 
as compared to the same periods for the preceding year 

3 ORDERING GUIDE Sales flow information is 
provided frequen ly to serve as a guide tor order g SALES PROMOTION New r 
ing lamps promotion ideas are continually be 

4 STOCK RECOMMENDATIONS Dealer and g PACKAGING Scudies ar 
warehouse §toc k recommen lations are planne { [ int-ot-Sale effectiveness Of all packages a 
for each Customer 

5 UP-TO-THE-MINUTE INFORMATION 4 SALES TRAINING Sales 


IBA Newsletter a regularly issued | 
on change for eetings wit 


tive lame 
i amps 


ealer level 


nstribution practices 


keey $ customers Currently up-t date 


{ developments in the automotive lamy{ 


dustry 


TUNG-SOL ELECTRIC INC., Newark 4, N. J. 


Chicago, Colum! ( Dalla 


[>< er. Detroit. Newarl Philadelphia Seattic 


_ 
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TERRIFIC! 


iS THE NEW 
Pw 
52 | Boom | 


‘ “ ” 1OTAt reer 
Starliner [00 ——> 


CONSUMER ELECTRIC PUMP 


* PRICE.. 


‘ unbelievably low 


* UNDERWRITERS APPROVED 


+ FAST AND ACCURATE... 
13-14 gpm delivery 


* STRIKING BEAUTY 


* PROVEN PERFORMANCE... 


in “million-proof” tests 


* INSTALLATION .. 


easy for one man 


} lus many other special fea- 


tures ...to save time and money... and 


build profitable gallonage. Send for 


attractive brochure; or better still, let us — 
ship you a pump so you can hive a 


ok 


see first hand how terrifi- iis 


cally the Starliner ‘'100", ie : ar 
economically and without : = _ Nail of i 


compromise, fills your con- ~& 
sumer-commercial pump ~ 2, 
requirements. 


FOR GASOLINE OR DIESEL 


WILLIAM M. WILSON’S SONS, INC., Lansdale, Pa. 


Representatives in principal cities. 
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He keeps oil 
on the go... 


In the oilfields... at the 
refineries ...on the pipelines, 
wherever oil is on the move, 
vou ll see the man with the 
goggles and torch. New pipes 
need joining...old pipes need 
repairing...equipment needs to 
be kept up. That’s where the 
welder comes in. He’s on constant 
call. He has to be. Because there 
can’t be the slightest hitch in 
the operation that helps make 
Texaco products always 


available all over America. 


The Texas ( vompany 
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To the top dealers in the nation... 


ELEVEN MAKES OF 
CHAMPION SPARK PLUG 


PLACE: Darlington (S.C.) 500-Mile Grand 
National Stock Car Race 








ENTRIES: 52 Stock Cars of II Different Makes 





SPARK PLUGS: Champions Exclusively 





THE RECORD: Not a Spark Plug Replaced in 
Any Car During the Entire Race! 





They play for keeps in “big time” stock car racing. The prize money is big. The com- 
petition is tough. Equipment must stand up and deliver under punishment equal 
to years of normal driving, That’s why you can be mighty proud of Champions’ 
latest record! 


At the Darlington ($.C.) 500-Mile Stock Car Grand National Race, all 52 entries— 
including 11 different makes of cars—used Champion Spark Plugs. And not a single 
Champion needed replacement during the entire race! 


Here are the stock cars that made spark plug history at Darlington: 











BUICK DODGE MERCURY PLYMOUTH 
CADILLAC FORD NASH STUDEBAKER 
CHRYSLER HUDSON OLDSMOBILE 


Professional drivers—like your customers—have different favorites in automobiles. 
But when the chips are down and performance is the payoff, the experts install 
Champions regardless of the make of car! 


This is great sales ammunition for every Champion dealer . . . proof in action of 
Champions’ superiority over all other spark plugs! 
Sincerely, 


a 
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PASSENGER CARS SET 
- PERFORMANCE RECORD! 





SEPT. 6, 1954 
CHAMPION SPARK PLUG COMPANY 
The all-Champion start at Darling- 


TOLEDO, OHIO 
ton. Winners, in order, were: 
ALL 52 CARS ENTERED IN THE 1954 NASCAR SANCTION Hudson, Olds, Dodge, Hudson, 
500 MILE GRAND NATIONAL RACE AT DARLINGTON, S.C. Mercury, Olds, Dodge, Cadillac, 
USED CHAMPION SPARK PLUGS EXCLUSIVELY AND NO Olde, Butch. (At teh) Confirming 
telegram from Bill France, presi- 
SPARK PLUGS REQUIRED REPLACEMENT. deat ab Geo tite daniel 


BILL FRANCE ? PRESIDENT, For Stock Car Automobile Racing. 
NASCAR 








Champions Make Any Car Run Befter... 
And You Can Prove It! 
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Ca . ‘Sharjah 7 Pane ae ” 


Taaii@eyzie YOU REAP THE PROFITS 
FROM THIS GREAT 
NATIONAL ADVERTISING CAMPAIGN 


OVER 100,000,000 MESSAGES PRE-SELLING 


ee a ee ee 


NATIONALLY FAMOUS LiquioD 


FERTILENE has 
. 


e 
in alls aioe of 
the country. 


‘ 
; . & 





7, 


Mut i/ Miady)/ 
a oe a 











f- 
on TV for 


FERTILENE 


FERTILIZASQ SR 


A PROFITABLE NEW BUSINESS 
FOR FUEL OIL DEALERS... 


SPRAY 


FERTILENE 


NATIONALLY FAMOUS LIQUID FERTILIZER 
ON LAWNS-TREES-GARDENS, ETC. 


Join the hundreds of fuel oil dealers who are 
turning off-season lulls into active, big-profit 
boom periods... FERTILENE, nationally famous 
liquid fertilizer, plus your truck equals a big 
money-making business for you... September to 
March you deliver fuel oil... March through Sep- 
tember you spray FERTILENE... Your equip- 
ment makes profits for you 12 months a year... 


FERTILENE'’S greatest national advertis- 
ing campaign—reaching over 100 Million readers 
~—and many more million TV Viewers—will pre- 
sell FERTILENE'’S Service for YOU! 


Other merchandising and advertising aids 
furnished FREE makes it possible for fuel oil 
dealers to reap the full benefit of this great pro- 
motion! Act NOW! Fill out this Coupon and mail 
it TODAY! 


FERTILENE CORPORATION OF AMERICA 
251 CENTRAL PARK WEST, N.Y. C. + plant: WORTHINGTON, OHIO 


Liberace—yes, THE LIBERACE— 


One of TV’s greatest stars with a 
tremendous audience will be sponsored 
in a number of cities by Fertilene, come 
spring ... to help you sell FERTILENE, 
liquid fertilizer service! Plus— 


Ads in 7 Great Magazines reaching 
Over 100,000,000 Readers: 


LIFE, LOOK, 

SATURDAY EVENING POST, 
GOOD HOUSEKEEPING, 

HOUSE BEAUTIFUL, 
HOUSE & GARDEN, 
BETTER HOMES and GARDENS 


FREE nce sine mipyos 


cash in on this 


* + Publicity Releases. 
* Nomneer Mots * fade O10 Raript 


Get ready! Now is the time to iine up 
customers for spring-- 


MAIL THIS COUPON — TODAY! 


FERTILENE CORP. OF AMERICA 
251 Central Park West + New York City 
Please send me full information about Fertilene. 


MPRH.1 


FIRM 
ADDRESS 
city ZONE STATE 


SIGNED ay 
(! operate trucks.) 





* No. 3 In a Series Showing How Battenfeld Research 
Helps Battenfeld Customers Make Sales. 





The Problem 


A national manufacturer 
found that using many dif- 
ferent greases was increas- 
ing lubricating costs and 
resulting in excessive waste 
and unbalanced inventories 











The Solution: 


WOW ONE GREASE DOES ALL JOBS 


AND CONSUMPTION IS CUT 300%! 


Battenfeld helped its customers hold this valuable business 
by developing a multi-purpose lubricating grease that met 
lubricating requirements for all this manufacturer's uses, 
One grease made possible lower inventory, less equipment 
cost and cut grease consumption by 300%! 


Battenfeld Customers Sell Savings 
And Get More Volume In The 
Increasingly Profitable Industrial Field 


Ralph Theiss ts 

Bat's Mid-States 3 ; 
Sales Representative Battenfeld Research helps marketers solve their customers 
and lubrication en tough lubrication problems and holds profitable business as 
gue, Be H the man well as providing a way to get new business. For informa- 
o ca when ou . . . . 

el 12 cag tion about this sales-making service, call or write today. 
help in solving lub 

rication problems 


Battenfeld Grease and Oil Corporation 


Lubricating Greases 


3148 Roanoke Road Box 144 Box 575 725 Second Ave. No. 
Kansas City 8, Mo. North Tonawanda, New York Compton, Calif. Minneapolis 5, Minn. 
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LOCKS AND SEALS 
AUTOMATICALLY 


With this new design, the operator 
simply pushes the connector over the 
adapter. Two latches lock the unit 
together automatically—no threading 
or tightening necessary. 

When the unit is locked, a patented 
self-tightening seal makes a leaktight 
connection at low or high pressure. 
The mechanism is designed so that it 
automatically compensates for any 
wear in the gasket or metal parts. The 
coupler is free to swivel before pres- 
sure is applied, preventing hose kinks. 

All parts are made of bronze and 
stainless steel to prevent rust or cor- 
rosion. Couplers can be furnished in 
aluminum if required. Elbow style in 
2%" and 3” pipe sizes; straight style 


in 2”, 24%”, 3” and 4” pipe sizes. 


Adapters are available for all pipes 


and faucets. 
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« This new coupler snaps 
into place, seats and 
seals itself instantly 
without use of cama or 
levers. No chance of 


any leakage 


Coupler untastens with 
outward pull on the 
arms No spanner or 


wrens h required, 


Write us before you have truck 
tanks built or refitted. We'll send you 
the complete details on these re- 
markably advanced couplers and on 
our full line of truck tank fittings and 


petroleum handling equipment. 


PHILADELPHIA VALVE COMPANY 


3413 ARAMINGO AVENUE + PHILADELPHIA 34, PA, 


Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, Calif. 
Howard Supply Company, 5125 Santa Fe Avenue, Los Angeles !1, Calif 





cnnounctn ry 





THE WPM-2 








The WPM-2 is ideally suited 
for crude oil production, LPG, 
additives and other applica- 
tions. Unit is designed for 300 
psi. working pressure for flow 
rates of 1 to 25 gpm. May be 
equipped with standard 
SMITHway counters and auto- 
matic temperature compensa- 
tion to 60° F. 





ANEW SIZE IN OUR LINE OF 


A. 0. Smith Meters are now 
available in eight sizes for 
six pressure ranges and flow 


AO. Smith rates from 1 to 2000 gpm. Send 


CO RP OR ATT for Bulletins 126-A and 166. 


a: 3 €2e oe rr Se FO -® 
Factories: 5715 Smithway St., Los Angeles 22, Calif,, P.O A. O. Smith Meters give you positive records for tax 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, iti , h 

° 1 m 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto and royalty purposes In addition, eon are d “ ee 
12, Vancouver |. International Division— Milwaukee 1, Wis 34° ‘ shrinkage and product loss. 


oe ee 


eae ing Machines Pressure Vessels and © . Line Pipe and Vertical 
and Electrodes Heat Exchangers Safety Grating Electric Motors Oil Well Casing Turbine Pumps 


Through research .. -@ better way 


NATIONAL PETROLEUM NEWS ¢ January, 1955 





editorially speaking —¥ 


Better Than Passing the Hat 


6 lavng National Oil Jobbers Council enters 1955 in better shape 
to do a good job for its members than at any time in the past 
rhree factors contribute to this promising outlook 


|. An ambitious over-all program contains some new objectives 
some drafted to benefit jobbers and NOJC members and some cal 
culated to benefit the industry as a whole 


2. An organizational plan promises to enable NOJC to get work 


done between regular sessions. NOJC has been an efficient organiza 
tion. Now a committee system installed by the new chairman, John 
White, provides a mechanism for continuous functioning 


3. An enlarged budget will bolster NOJC’s Washington operations 
The new $50,000 budget will be financed this way: $28,790 from 
regular dues of member associations and the balance from voluntary 
contributions by state associations 


This takes care of 1955, but there is no provision for financing 
future budgets. That poses the prospect of financial difficulties when 
NOJC seeks to renew its program on the same scale. Depending on 
voluntary contributions beyond regular assessments to finance ex- 
panded activities is not a satisfactory source of income 


In short, passing the hat is not effective 


Ihe values that Independent jobbers and distributors derive from 
the Council are far too great to be allowed to rest on such a shaky 


basis 


Surely it must be worth at least $10 a year for each Independent 
jobber to have working for him an association competently and 
adequately staffed to do the right kind of job. Surely some means 
can be worked out to provide for financing the operations this way 


NOJC’s present budget requirements would be met by $10 each 
fiom only 5,000 jobbers. Then the Council could do a good job with 
un adequate budget, soundly financed 


That would encourage more jobbers to join. Then there would 
be no limit to what the Council might do. NOJC could be organized 
as it is at present, with presidents of state associations as voting 
representatives of jobbers of individual states. The individual doesn't 
vote, but his duly authorized state representative discharges that re 
sponsibility and watches out for his interests 


A financially able NOJC can redound to the benefit of Independent 


jobbers and state associations. That would encourage non-members 





to join state associations, giving them, too, greater strength s 
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Number | in a series of reports to AC wholesalers and dealers 


AS HOT TIP 


-greatest spark plug achievement 
in high-compression history! 








Ayu 
| ‘oN Ten years ago, AC increased ‘Scavenging’ action 


as one step in meeting high-compression demands! 


Engineers depend on scavenging action, as they term the high- 
velocity swirling of combustion chamber gases, to cairy away the 
combustion left-overs that cause plug fouling. Years ago, 1944 in 
fact, AC Spark Plug engineers put this principle to work by increasing 
clearance between the plug shell and the insulator tip in the AC Type 
48 plug. This extra “Scavenge” area alone did not satisfy AC, 


An amazing thin-tip, fast-heating insulator 
added even more — and is still an AC exclusive! 


AC developed the insulator material that has completely outmoded 
porcelain. And AC soon found a way to form this material into long, 
thin insulator tips that could be recessed around the center wire. 
These thin tips heat fast, burn away harmful combustion deposits, stay 
clean longer. No one else has yet been able to duplicate this design. 








Proved by millions of miles of driving in every make 
of high-compression engine built in America! 


Of course everyone expects AC to be in the forefront of research to 
improve ignition for high-compression engines. The important thing 
to remember is that these benefits of AC Spark Plug design have been 
available since the first high-compression engine came off a production 
line. Today's AC Hot Tip Spark Plugs fit every American make of car! 
They are the only plugs designed with double cleaning action. No 
other spark plugs offer anything like AC’s thin, hot tip features. 


AC Spark Plug engineers with GM resources can be 
depended upon to LEAD the ignition parade! 


GENERAL MOTORS CORPORATION 


FLINT, MICHIGAN 


Watch BIG TOWN on NBC-TV 


...ghother AC sales story that cant be topped/ 
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FJ Industry News 
White Urges Shot in the Arm for TBA 








Citing a survey showing mos? motorists don’t 
look for price in buying tires and batteries, 
L. T. White, Cities Service Petroleum’s busi- 


ness education manager, says oil companies 
need: 


= 11% of supplier advertising budgets de- 


voted to TBA 


= Emphasis on personal service in ads 
@ Tire and battery promotion “weeks” 





January, 


1955 


HITE gained the backing of many oil and 
TBA men as he laid out his program at the 
annual convention of the Oil Industry TBA Group 
Nov. 29-30 in St. Louis. 
Directors of the organization have voted to 
have copies of White’s talk sent to the top ex- 
eculives of all leading oil companies. Here is 


WHAT WHITE SAID 


We advocate balanced selling by dealers. It’s 
time suppliers balanced advertising. 
batteries account for an estimated 11% of total 
station profits. The dealer could get that profit 
easier if he were backed by 11% of his supplier's 
national advertising. 

Statistics from the book, The Retail Advertising 
Budget, show service stations spend 0.7% of their 
sales revenue on advertising. That’s half what tire 
dealers, accessory stores and garages spend and 
only one-fourth the total for department stores. 

That helps clear up the mystery—‘“Why do 
two out of three buy tires and batteries elsewhere 
(than at the service station)?” 

A representative of one of the top automotive 
retail firms in the country, which uses 40 times 
the advertising lineage in local newspapers de- 
voted to oil retail advertising, says: 

“I would place less emphasis on articles 
(and) ... more emphasis on the personal servi¢es 
the station provides.’ 

Creative merchants know customers demand 
service and will pay for it. The New York Times 
points out: 

“This year again (1954) service rose in the 
face of lower retail sales. The demand for services 
has a strong upward trend that shows no sign of 
changing.” 


Tires and 


NATIONAL PETROLEUM NEWS 


National 
Petroleum 
News 





Those who sell automotive financial 
have succeeded in winning larger consumer ex 
penditures per car per year for 
finance than the oil industry has been able to 
secure for gasoline, lubricants and TBA 

And last year (1953) the public paid $44 mil 
lion to ride on six toll roads. 

These services are our most popular feature 
They should be made clear and compelling to the 
public. Human qualities of service can be ex 
tolled. The dealer is helping people, not servicing 
automobiles 


services 


insurance and 


He can make the automobile produce what it 
was designed to produce—-pleasure, satisfaction 
und safe transportation. He makes tires and bat 
teries work. He is open nights, Sundays and 
holidays when others are closed 

The service station retailer must come to under 
stand advertising as well as his competitor does 
He must know how to use it and how he can 
make it pay 

With 60 million batteries wearing out every 
time a person pushes the starter and 300 million 
tires wearing out every time a wheel turns in this 
country, don’t you think the tire, battery and 
accessory group of this industry should consider 
having a “Tire Week” in the spring and a “Battery 
Week” in the fall? 

I believe the public would respond to a “Young 
Tire Week” in April and a “Fresh Battery Week 
in September in the interest of safety inspection 
alone. Millions of tires now in use are more than 
10 years old 

Such a program would help reduce the terrible 
toll now taken in automobile accidents 


How Marketers Reacted p. 38 s 


44 





xy industry news 
How the Public Buys TBA 


Survey made for L. T. White by Bureau of Advertising of American News- 
paper Publishers Assn.——with trained newspaper reporters. Cities in survey were 
Portland, Maine; Mobile, Ala.; Gary, Ind.; Allentown, Pa.; Peoria, Ill, and 
Raleigh, N. ¢ 


Here are some of 
‘White's comments 





on the survey: 


233 Motorists Were Asked: 


‘Where Did You Buy Your Last Tire or Battery?” 


ef — 


Number Per cent “For each city motorist who 

At Your Regular Service Station 85 36 hought a tire or battery in a service 
At Another Place 148 64 
lire store 77 §2 
Mail order store 40 28 
Car dealer 14 
Came on car 5 
Garage 3 
Another station ) 
Emergency Service | 
Auto supply | 
1 

] 


station, two bought elsewhere.” 


Factory 
Wholesale 


—— oe oR 


“Why Did You Buy It There?” 


Regular Station Another Place <-—-_---—--- --—- 
(85 people gave (148 people gave 
117 reasons) 170 reasons) “Good human relations was the 

Number Per cent Number Per cent hig reason for buying at (the cus- 
Human Relations 46 39 39 tomer’s) regular service station.” 
Friend 15 13 12 
Service 14 2 12 
lrade 11 2 
Relative | 3 
Reputation; other reasons 5 ‘ 10 
Price 31 2 59 
Price 15 
Discount i) 
Good deal 6 5 < 
Better deal “American Automobile Assn. re- 
Brand 26 ports over 18 million emergency 
ers 6 calls arise from flat tires and dead 
Quality Ie batteries.” 
Guarantee 
Location 
Credit 
Emergency 
Promotion; other reasons 





“Could You Have Bought at a Lower Price Elsewhere?” 





< 


Number Per cent 
Yes 8S 6 
Don't Know 28 12 “Everyone buys benefits, which 
Doubtful 8 3 exceed price in the user's estima- 
Maybe 6 3 tion.” 
No 102 44 
No Answers 4 2 


‘Why Didn't You But It at the Lowest Price?” 


85 people gave 86 reasons Number Per cent 


Human Relations 38 44 

Friend 10 12 

Service 20 23 cl 

Business policy 4 ‘ 

med eee “ ‘ “If you want to win customers on 

Brand 4 + a price appeal, you'd better add 
« - 


Quality 5 personal salesmanship.” 





Guarantee 


Location 
Credit 
Emergency; other reasons 
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TBA TRENDS are explained by Dr. W. W. Leigh, University of 
Wixson, 
Petroleum Corp.; W. H. Hall-Holland, Reliance Petroleum Ltd., 
London; and 8. Hannaford, Sun Oil Co., Canada 


Akron (second from left) to W. J. 


Mid-Continent 


industry news —3 


TRADING VIEWS with suppliers at the TBA meeting were (! to 
r) Jim Dornoff, of Pate Oil Co., Milwaukee; Ed Lewis, of 8. F 
Goodrich Co.; H. M. Seago, Hunter Engineering Co.; and Jack 
Hennessy Sr., of Jack P. Hennessy Sales Co. 


Oil-TBA Men Rally ‘Round White Plan 


L. I. White won general support 
from oil men for his. request for more 
IBA advertising and concentration on 
dealer services. 

But comments recorded by NPN on 
the convention floor indicate a feeling 
that dealers should bear a substantial 
share of the cost 

An oil TBA man whose company 
has a commission arrangement for 
TBA pointed out that his firm leaves 
TBA advertising up to the rubber 
company. 

White had little luck with his point 
on special tire and battery “weeks.” 
The few comments offered either were 
negative or unenthusiastic. 

Heard in convention-hall discussions 
after the talk were: 

George R. Miller, manager of retail 
sales for Richfield Oil Corp., Los 
Angeles and former national chair- 
man of the Oil Industry TBA Group. 

I agree that service stations miss 
two-thirds of the TBA volume avail 
able to them. Station operators need 
more effective advertising at the local 
level and should exploit all the serv 
ices they offer. 

After a study of what dealers spend 
on advertising, Richfield recommends 
that they set the figure at 5% of 
gross sales. 

Oil companies should budget more 
than the insignificant part of advertis 
ing funds now allotted generally to 
TBA. But oil industry TBA advertising 
is growing and oil management is 
coming slowly and surely to the view 
that TBA and need to be 
promoted jointly 

John K. Howe, TBA manager for 
Skelly Oil Co., Kansas City, Mo. 


gasoline 
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An oil company can do much with 
point-of-sale advertising, but dealers 
need to tie in by advertising their own 
businesses in their own communities 
The oil industry is a long way from 
adequate support of TBA in advertis 
ing and White’s views on the point 
are grounded in 
well worth study by oil executives 

Ir. M. Davis, Arkansas Fuel Oil Co., 
Shreveport, La. 

White is on the right track. It al 
ways is the problem of an oil com 
pany’s marketing organization to con 
vince dealers that their customers will 
ingly will buy much TBA 
from them. The job is to get dealers 
enthusiastic enough to do something 
about it. 

Major Company TBA Official 
Whites’ evaluation of the “human re 
station 


sound reasoning 


twice as 


lations” character of service 


is a good one. Last year, we began a 
program of co-operative local adver 
tising for four dealers. We authorize 
the dealer to contract for newspaper, 
radio or ITV advertising and we pay 
half the bill. The 
advertising under the co-operative plan 
should be ten times as large this year 


volume of dealer 


as last 

In the 
tising program, the 
fixed in 


company’s own adver 
IBA advertising 
budget is relation to the 
volume of TBA sales 

Major Company IBA Official—We 
don't need a national tire week. The 
annual tire promotion that gets under 
way about two weeks prior to Memori 
al Day 
[his is about all the concentrated tire 
promotion it is possible to pack into 
one summer 


amounts to the same thing 


IBA Official 
manufacturer's 


Major 
When 
IBA line on commission basis, the oil 
company IBA 
advertising up to the rubber company 
That's one of the reasons we adopted 


Company 
selling a tire 


leaves the burden of 


that kind of program 


AND OTHERS SAID... 


He crystallized some things a lot 
of us have had in mind, but haven't 
talked about.” bk. C. Spitznagle, TBA 
manager, Mid-South Oil Co., Mem 
phis, Tenn 

“I like it George K 


E-zeard, Cities Service of Canada, To 


very much, 
ronto 

il go for the 
Walter {nderson vice president 
Globe-Union, Ine Milwaukee 
well put and full of 
Askin, TBA 
Corp New 


whole program 


It was very 
interesting ideas.” R. H 
manager, Sinclair Oil 
York City 

Some very interesting suggestions 
R. B. Havenstrite, Mid-Continent Pe 
troleum Corp 

I wish our 
would take a similar approach to TBA 
An oil company TBA 


company management 
merchandising 
manager 

I found it challenging, although I 
am not fully in accord with all his 
ideas in oil TBA man 

| heartily endorse everything he 
said A rubber company representa 
tive 

It was a thought-provoking speech 
But I question some of the views he 
expressed.” An oil company merchan 
dising manager 

He gave us something to think 
An oil TBA man 7 


ibout 





—j tires-batteries-accessories 


Optimism Marks 1955 TBA Outlook 


TBA volume handled by oil companies in 1955 will 
be approximately 7% higher than it was in 1954. 

This is apparent from an NPN canvass of TBA man- 
agers of 20 companies at the Oil Industry TBA fall 


convention in St. Louis. 
Here, in brief, is the outlook: 


@ One company says it should attain a 25% TBA 


increase in 1955, 
@ One expects a boost of 20%. 


® Seven estimate their 1955 TBA volume will go 


up from 10% to 15%. 


8 Nine, including some of the largest, predict TBA 


increases of 5% to7%. 
@ One looks for a 2% increase. 
® One—and only one 


expects no improvement. 


The appraisal shows that TBA expansion continues 
to run ahead of gasoline gallonage. 

Results in 1954 were below earlier predictions, but 
it appears that oil marketers as a whole outsold their 


competition—such outlets as accessory stores, tire 
stores and mail-order houses. ‘ 


In the tire and battery industries, where’ output is 


known, 1954 sales came out about even for tires, but 
declined for batteries. 


By contrast, oil companies report few declines in 


tires or batteries and some modest increases for 1954 


over 1953. The apparently longer life of both tires and 


batteries will affect the rate of increase this year, but 
oil companies will more than compensate for this by 


continuing to take business away from competitors. 





Behind the Estimates 


The range from high to low in the 
current forecasts of 1955 TBA vol- 
ume, while still wide, is less so than 
for similar estimates a year ago. 

This contraction seems inevitable. 
With the passage of time, the field of 


petroleum TBA marketing finds more 


oil marketers better established. They 
have sold most of their better dealers 
and they reach a point where further 
expansion must come from the success 
of their dealers in getting a larger slice 
of the market. 

A look at some typical estimates 
seems to bear out this view. Among 
the bigger oil companies there are 
only a few whose TBA marketing 
programs have not existed in their 
present form for at least three or four 
years. Those few can still plan on 
boosting their TBA volume by 10% 
to 15%. They have more room for 
expansion. 

The others are approaching stabil- 
ity. A big percentage increase cannot 
reasonably be expected. TBA can con- 
tinue to outpace the gallonage rise, 
but only by a few percentage points. 
These are the companies for which 
cautious predictions are made of 5%, 
6% and 7% increases in TBA. 

New Credit—Two of these com- 
panies will offer TBA budget terms 
to their credit card holders in 1955, 
for the first time. The TBA managers 
say they notice an increasing demand 
from their dealers and jobbers for 
TBA budget terms. They expect that 
terms will stimulate tire and battery 
sales but will not result in spectacular 
expansion, 

Companies looking for TBA in- 
creases in the 10-15% bracket include 


38 








some large and some medium size 
marketers. Five of them have launched 
new or more aggressive TBA pro- 
grams at some point within the past 
three years. 

One of the five companies has 
adopted a new battery brand, and at 
the same time backed it with vigorous 
promotion. The company has in mind 
some possible changes in its tire and 
accessory brands, and possibly also 
in its method of accessory marketing, 
as a boost to TBA volume. 

New Training — Another in_ this 
group began in 1954 a new and more 
elaborate program of bringing dealers 
in to training centers. The training, 
combined with a new station building 
program, had an immediate effect on 
BA sales, and accounted for a rise 
of 35% in 1954. The company plans 
to add new training centers this year 
and push through more new station 
construction. 

Two others are reaping the results 
of new TBA programs. Another two 
companies are estimating a 10% 
jump each in 1955, because of a more- 
than-average decline in TBA business 
in 1954. The increase forecast for this 
year will be a come-back. 

The largest increases in TBA are 
expected by two companies where 
special situations exist. One of them 
did 20% more TBA business in 1954 
than in 1953. A company spokesman 
concedes that the reason is because 
his concern had done relatively little 
to promote TBA sales in prior years. 
Growth now is more marked by com- 
parison. He feels that recently adopted 
methods have not yet reached their 
effective peak, and for that reason will 
continue to show a large impact on 
sales in 1955 


NATIONAI 


Another concern has signed up a 
group of new jobbers. It expects a 
large contribution to TBA volume 
from these sources in the coming year. 

New Stations—Meanwhile, the in- 
dustry is building new service stations. 
And new stations, with more room for 
stock, better facilities, and improved 
display space are a potent influence in 
drawing more TBA volume. 

Where the construction of new out- 
lets is supplemented by active, ag- 
gressive TBA sales program, it is only 
natural that over-all TBA sales will 
forge ahead. % 





How Sales Compared 


Although tire and battery sales 
through petroleum channels 
were below predictions in 1954, 
accessory sales did much better. 
Most oil companies, were able to 
report percentage gains over 
1953 in this part of the business. 

One contributing factor was 
the big jump in sales of glycol 
antifreeze. Some of the figures 
are phenomenal, running as 
much as 60% and 70 higher 
than the previous year. 

A few oil TBA men attribute 
antifreeze gains in part to grow- 
ing success in getting their deal- 
ers to push the oil company’s 
house brand antifreeze. But ma- 
jority opinion is that the price 
reduction from $3.50 a gal. to 
$2.95 a gal. in glycol antifreeze, 
instituted by nationally adver- 
tised brands last January, in- 
duced more car owners to drain 
and discard old antifreeze. 
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= special report 


* 


California consignee 
trained his sons, 
then “let nature 
take its course.” 
page 42 


* 


HOW TO RAISE 
YOUR SON TO 
BE A JOBBER 


Young Bob Doepel’s 
father planned out 
a “scientific” pro 
gram for his son 
page 44 


* 





Connecticut jobber 
vowed his boys must 
earn their way into 
his business 

page 46 


* 


Outside expert in 
business problems 
tells how he sees 
the question 

page 4/7 





% Many problems face the oil jobber father who hopes that his son some day will 
take over the business he has worked so hard to build. Although the question of con- 
tinuity is a prime concern of the jobber, his supplier also has a big stake in main- 
taining a strong, healthy jobbership. 

The danger of deciding from the boy’s babyhood that he will come into the busi- 
ness is great. A son must be willing to enter his father’s business, and be capable 
of handling it on his own. Plotting his life for him can drive the son away from his 
father and the business. 

But the father can build enthusiasm in the boy by talking about his business at 
home and by allowing him to get acquainted with the bulk plant and oil market 
ing equipment in easy stages. Then comes broad training in oil marketing, where 
the son can gain experience in all phases of the jobber’s operation. 

Formal education, according to Dr. John D. Glover, Harvard University’s small 
business specialist, is not essential to successful continuity in a jobbership. In the 
jobber’s operation, practical experience often is of greater value. 

In this month’s special report, NPN presents the Case, histories of three ol job 
bers who raised their sons to succeed qhem, and. desetilme:how each approached 
the problem in a different manner, 





= special report 





FATHER AND SON look over their marketing area. Jerry, left, 
handles most sales for the company 


OLDER SON, left, is Art, Jr., who is shown here at new station 
site. Art is “executive” type 


Patience Won Sons into Oil Business 


‘Letting nature take its course’ was the way Arthur Shipkey, Sr. topped 


two professional football teams and the lure of other jobs 








The Company 


A. H. Shipkey Co., Anaheim, 


Calif.; organized in 1924 


Operation: Commission agen 
cy for Richfield Oil Corp. (Los 
Angeles) 92,000-gal, bulk plant; 
volume, 500,000 gal. of gasoline 
monthly to 35 service stations: 
six tank trucks and stake truck 


Business is partnership, with 
father and two sons each hav 
ing third interest. Sons’ earnings 
are used to pay for their part 
nerships. Father has full author 
ity, can’t be out-voted by sons 
Agreement stipulates sons can 
purchase father’s interest’ from 
estate 








RT SHIPKEY, SR., wanted his 
two sons to follow in his foot- 

steps, but for a while he had to com- 
pete with a couple of professional foot- 
ball teams before patience won ow. 

Even though Art, Jr., and Jerry 
Shipkey had worked in their father’s 
bulk plant in Anaheim, Calif., since 
their high school days, the truth is 
that for a while the appeal of the oil 
business ran a poor second to the lure 
of the gridiron 

And the boys’ father was respon- 
sible to a degree. After all, it was by 
dint of his aggressive business building 
that he’d become prosperous enough 
to send his two husky sons to college. 
Once there, the two—both fine athletes 

became so enthralled with football 
that they decided to try for careers in 
pro ball 

Faced with what appeared to be a 
losing battle, Shipkey countered with 


the single weapon in his arsenal 
patience. 

There is conclusive evidence today 
that his strategy of out-waiting his 
sons has been effective. For the three 
Shipkeys are now partners in the 
family business, a Commission agency 
for Richfield Oil Corp. that covers al- 
most all of populous Orange County. 

Shipkey says, “I just took it for 
granted that they would come into the 
business,” but Art, Jr., and Jerry were 
not always as certain. Art, Jr., pre- 
sented the lesser problem. Now 32, he 
spent from 1942 to 1946 in the Army, 
serving as an artillery officer and for- 
ward observer in Germany. Then he 
resumed his studies of business admin- 
istration at Stanford. 


FOOTBALL FIRST 


Young Art didn’t take long to get to 
be a fullback on the Stanford varsity. 
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Encouraged, he left college to try out 
for the old Los Angeles Dons. Not 
many months later, he concluded that 
professional football was not for him 
Besides, a salesman had resigned at the 
firm, then known as Shipkey and Pear 
son, and Art, Jr., found that he was 
needed in the business. 

With Jerry, now 29, it was different 
When he returned to UCLA after 
three years as a Navy ensign, he soon 
discovered that his football skill could 
be made to pay off. He graduated as a 
history major and then took up a gaso 
line-and-football way of life that lasted 
Six years. 

During football season he carved 
Out an impressive record with the 
Pittsburgh Steelers as a defensive full 
back. For the remainder of the year 
he performed “typical yard duties” at 
the Anaheim plant. Each year Jerry 
talked the matter over with his father 
and then decided to try “just one more 
year” on the gridiron. 

There were plenty of inducements 
for a young man. He made several all- 
pro teams. The money was good. Yet 
today Jerry says, “The only reason | 
played pro football as long as I did was 
that I knew I had something to come 
back to. I finally had the urge to play 
knocked out. of me last year when | 
had a shoulder injury. This has been 
my first full year in the business 

“Dad was always extremely broad 
minded and tolerant about football 
He used to tell me that as long as I 
wanted to play, there was no use in 
trying to stop me. Art found out 
earlier, It just took me longer to let it 
run its course. 

“You know, I met a lot of people 
back East—men holding top positions 
in their companies—who offered me 
jobs. But dad never pressed the mat 
ter. He said that if you think you can 
find another job elsewhere, go ahead 
and try it. He never forced either Art 
or me, though I don’t think he was 
exactly heartbroken when Art left the 
Dons.” 

Jerry is positive about one thing: “I 
feel that when a fellow gets out of col 
lege he doesn’t know a damn thing 
about what he wants to do. He has to 
be 25 or 30 before he knows 

“Today, I can't think of any 
ness I'd rather be in 
know more about it now.” 


bus! 


but of course | 


NOW THEY’RE SET 


The sons aptly describe their respec 


tive roles in the business. Young Art 
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pictures his brother as a natural sales- 
man—friendly and effervescent. “He'd 
give you the shirt off his back. As a 
matter of fact I have to watch him be- 
cause he regards everybody as his 
friend—and in this business you run 
into some sharp operators.” 

Jerry works mostly as an 
salesman, handling station, commer- 
cial and ranch accounts 

He calls Art “the executive type,’ 
who specializes in real estate, station 
design and construction and purchas 
ing. “He does a little selling, too, but 
in general he supervises the whole 
business.” All the Shipkeys agree that 
Art is the serious type 
that his brother “took a bit of settling 
down after five years in the service, 
but dad helped. Dad always liked to 
let nature take its course.” 

The senior Shipkey says that he was 
able to set up the partnership after he 
became owner of the 
Both sons had accumulated some sav 
Art through his Army pay and 
his wife’s wartime earnings in the firm, 
and Jerry with what he had made as a 
football professional 

With these funds the made 
down payments on One-third partner 
ships in A. H. Shipkey Co. They re 
ceive salaries from the firm but their 
earnings aS partners are 
pay off the cost of the partnerships 
The partnership agreement vests in 
Shipkey full authority to run the busi 
ness. His junior partners can’t out-vote 
him. The agreement also permits the 
sons to purchase Shipkey’s third from 
his estate upon his death 

Because of California’s community 
property law, the agreement has been 
ratified by the three Shipkey wives 


outside 


Jerry observes 


sole business 


ings 


sons 


retained to 


LOW-PRESSURE APPROACH 


Shipkey says that he never planned 


any formal training program for his 
sons. However, talk with the Shipkeys 
for a while and it soon becomes evi 
that his 
amounted to this 

@ Never 
the sons into the business 

® Keep them working, either in the 
family 
extra hours or vacations 


dent policy, in practice, 


force the issue of getting 


business or elsewhere, during 


e Have them perform as many dif 
ferent jobs as possible in the business 

e Give them an opportunity to ab 
sorb all the formal education they can 
take 

e Wait 


Consciously or not also 


Shipkey 


NEWS 


employed another technique _ that 
seems to have helped his sons make 
up their minds. Jerry describes it this 
way: “Dad has always loved the petro 
leum business. And he always let us 
know how he felt about it.” This en- 
thusiasm could not fail to have its 
effect 

Shipkey started them young. Art 
began working for the firm while he 
sophomore in high school, 
spending summer vacation doing odd 
“My biggest 
job was to clean the restrooms and sell 
pop.’ 


was a 
jobs at service stations 


Jerry, large for his age, began 
work in one of the two Goodyear tire 
stores in which Shipkey has an interest 

Art, Jr., took to the business natu 
rally; it took Jerry longer. “I didn't 
like it too much at first but it was dif 
ferent when I got into selling,” Jerry 
recalls. It all added up to the fact that, 
under the father’s guidance, the youths 
worked at enough different jobs in the 
business so that their natural aptitudes 
became apparent both to them and to 
the senior Shipkey 


A MARKETING TEAM 


Ihe result today is that the brothers 
look as if they'll make a pretty effec 
tive team after Shipkey 
Art concentrating on management and 
Jerry on sales 

In fact, Shipkey, at the age of 60, is 
gradually withdrawing from the more 
phases of the after 
spending 30 years building it up. He 
gets to the office at 10 a.m. and leaves 
in mid-afternoon. He's allowed him 
self the luxury of time off for long 
postponed minor surgery, 
familiar figure at all the hunting and 
fishing haunts within reach of South 
ern California sportsmen 

Moreover, he has put behind him 
the greater part of the civic duties that 
men in their middle years accept. He 
has been president of the Kiwanis 
Club, master of the Masonic lodge 
and served many years as a member of 
both elementary and 
boards of trustees 

Shipkey, now within less than two 
years of rounding out four decades in 
the oil business, has the satisfaction of 
knowing that the company he built 
will continue to furnish a livelihood 
for his sons and possibly his grand 
children 


retires, with 


active business 


and is a 


high school 


After he retires he'll patronize field 
and stream, and in between trips ex 
remarkably 
complete coin collection s 


pects to pore over his 
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Robert F. Doepel, Sr. Robert F. Doepel, Jr. 


The Creed of a Father 


Robert F. Doepel, Sr., president of Braun Bros. Oil Co. of 
Winnetka, Ill., sums up the philosophy he invoked in rearing his 
own son and training him to assume management responsibilities, 
in this way: 

“My son has the right to discover that life is worth intelligent 
effort, 

“That he can live as a respected human being in God’s image, 

“That he can’t indulge in selfish desires and he can’t neglect 
his responsibilities to himself and his fellow man, 

“That he has certain God-given abilities and should recognize 
his obligations and make every effort to use his talents to serve 
God, his family, his country and his fellow creature. 

“Acts of integrity, honesty, honoring contracts, religion, love 
of country are old-fashioned ideals and are not to be discarded 
in favor of some new-fangled idea of ‘old values of integrity are 
not important’ simply because some day someone may drop an 
atomic bomb on our wigwam and destroy the results of our 
loves and labor. 

“We must remain human and our relationships must be kept 
humanized and not mechanized. 

“Recognition of the value and rights of the individual is more 
important now than ever before. 

“Efficient management alone cannot replace personal obliga- 
tion and respect due the individual without loss of the more 
valuable worth of the individual.” a 











‘Scientific 


Careful training, plus 
long-range direction 
was father’s formula 
in guiding his son 
toward a career 
in oil marketing 


AST FEBRUARY, Robert F. 

Doepel, Jr., at 26, became vice 

president of Braun Bros. Oil Co., 
Winnetka, Ill. 

But young Bob was only nine years 
old when his father, following a “sci- 
entific” plan he had worked out, began 
preparing the lad for the day when he 
would assume management respon- 
sibilities. 

It was necessary that this training 
be exacting and thorough because 
Braun Bros. was growing rapidly and 
today is one of the Chicago area’s larg- 
est distributors of fuel oil and gasoline. 

The elder Doepel, president and 
owner of Braun Bros., hoped from the 
time Bob was a baby that some day he 
would develop an active interest in 
learning the oil business. 


The Keystones 


In working out his formula for train- 
ing young Bob, the elder Doepel laid 
down three main rules for his own 
guidance: 

@ The lad should not, under any 
circumstances, be “pressured” into 
thinking that he had no choice of a 
career except Braun Bros. 

@ Care should be exercised to stim- 
ulate and expand the boy’s interest in 
those phases of the business operation 
that seemed to attract his attention. 

@ The boy should not be permitted 
to grow up as the “boss’s son.” He 
must earn the respect and friendship 
of all the company’s personnel, as an 
individual, before taking over any 
management prerogatives. 

“I decided,” the elder Doepel said, 
“that if you push a boy too hard, you 
are likely to build up a _ natural 
antagonism, a resentment against 
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Planning Leads Son into Oil Marketing 


someone trying to plan his life for 
him.” 

So Doepel decided that “indirection” 
would be the best method. 


The Beginning 


When Bob was about nine, the elder 
Doepel started taking him along on 
visits to bulk plants, terminals and 
burner repair shops. 

These were father-and-son fellow- 
ships. Usually the talk was about any- 
thing but Braun Bros. Oil Co. 

But, the father found, every once in 
a while, as they walked about a bulk 
plant and watched tank cars being un- 
loaded and delivery trucks filled, the 
lad would ask a question or two. 

These the elder Doepel answered 
carefully and fully, but with simple 
words and illustrations he felt the boy 
would be able to comprehend. 

It was in the summer of his 12th 
year that the boy first actually went 
to work for Braun Bros. He always 
had shown an aptitude for working 
with his hands. His interest then, so 
far as Braun Bros. was concerned, was 
the burner repair shop. 

Some of the men had taught him 
how to rewind small armatures. So 
young Bob became a rewinder of 
armatures. He received $1 for each 
one that tested out satisfactorily. 

During the next few years the boy 
spent considerable time in the repair 
shop. But he also developed a keen 
interest in oil transport and truck 
movements. 

The day after he was graduated 
from high school in 1946, he enlisted 
in the U. S. Army and later that year 
was sent to Italy. At his own request— 
because he wanted the experience—he 
became a gasoline transport driver. 
Returning home in 1947, he worked 
at various jobs for Braun Bros. during 
the summers of 1947 and 1948. 

In the fall of 1947, young Bob en- 
rolled as a business administration stu- 
dent in Marquette University at Mil- 
waukee. He attended Marquette for 
22 years, then he decided he’d gain 
more actual business knowledge work- 
ing in the company than he would in 
college. 

During the summer of 1949, he 
broadened his training to include river 
transportation by working as a deck- 
hand on a Mississippi towboat. 


January, 1955 


The next summer, 1950, he took a 
job with the Charles A. Martin & Co., 
inspectors of petroleum, in its Chicago 
office. He learned to make quality and 
quantity tests of petroleum products, 
and how to gage tanks. 


The Crossroads 


Young Doepel’s time of decision ar- 
rived that fall. The Martin Company 
offered him a job in one of its South 
American laboratories. Was it time for 
him to take a permanent job in Braun 
Bros. Oil Co.? 


To help reach a decision, the father 
and son sat down together and drafted 
two lists. 

The first contained subjects in which 
young Bob had had experience. The 
second outlined matters about which 
he still needed training. 

They determined the young man 
had received training in burner repairs, 
bulk terminals, transports, bookkeep- 
ing, maintenance, water transportation, 
petroleum testing and pipe lines. 

Still to be learned were: all phases 
of burner servicing, purchasing of sup- 
plies and equipment, general office 
procedure, including financing, oil 
purchasing and advertising and sales 
promotion. 

Young Bob decided he had built up 
too great an investment in Braun Bros 
to cast it aside. But his training must 
be rounded out and completed. 

First, it was decided, he should learn 
everything about burner servicing. He 
enrolled in one-week training courses. 

When he returned, he went to the 
Braun shop and worked with the serv- 
ice crews. 

In the winter of 1950-51 he took 
over management of the company’s 
bulk plant at Highland Park, Ill. 

The following spring, young Bob 
came into the general offices and was 
placed in charge of the inventory rec- 
ords for the company’s eight bulk 
plants and two water terminals. He 
studied the economics of truck and 
transport Operations. 


The Chips Are Down 


Later that year, he was given two 
important assignments: Advertising 
and sales promotion, and purchasing 
of equipment and supplies. 

In the first job, he handled the com- 
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pany’s advertising, writing much of 
the copy himself. 

The second assignment threw him 
into direct contact with the 15 men 
described by the elder Doepel as his 
“key personnel,” without whom the 
company couldn't operate. 

“How he handled the job,” said the 
elder Doepel, “would tell the story of 
whether Bob was going to be accepted 
on his own, as an individual, or would 
be looked upon merely as the ‘boss's 
son.’ 

“I put him in a spot where he had 
to work all day with the various man- 
agers. He had to work with them, and 
for them, rather than directing them 
If he was overbearing, if he ordered 





The Company 


Braun Bros. Oil Co., Win- 
netka, Ill; organized in 1925; 
elder Doepel owner since 1944 

Operation: Jobber in metro- 
politan Chicago area; two river 
terminals and eight bulk plants 
located in Waukegan, Highland 
Park, Winnetka, Evanston and 
in the north and south sides of 
Chicago; burner service com 
panies in each of these areas. 

President is Robert F. Doe- 
pel, Sr. Robert F. Doepel, Jr., 
became vice president early last 
year, after extensive training. 











them to do things, then he had not 
learned the lessons of the past several 
years and was truly only a ‘boss's son.’ 

“But if he worked with the man- 
agers, if he gained their confidence, 
if he was able to serve them, then per 
haps he would be accepted as a young 
man who had proved his right to man- 
agement responsibility. 

“I can say,” the senior Doepel con 
tinued, “that he proved himself. He 
was accepted as a man. He was ready 
to become an executive of Braun Bros 
He knew our people and they knew 
him. They respected him and he re 
spected them.” 

On Feb. 1, 1954, young Bob was 
named vice president of Braun Bros 
But this does not mean that his train- 
ing and education in the oil industry 
have been ended. On the contrary, he 
still has several subjects to study. @& 
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Jobber’s Sons Are Earning Their Way 


Coming up from the 
bottom, this jobber’'s 
sons are still being 


trained for top posts 


ERWIN A. and Lewis S. Sheke- 
toff, sons of Charles J. Sheke 

toff, head of the American Coal Co., 
Inc., Hartford, Conn., have earned 
their way into the business during a 
training period that has lasted for 5'% 
years 

Today each son has a financial in 
terest in the business 

‘Their shares will increase in value 
to them if they make progress in the 
organization,” says their father 

No promise of reward was made by 
the father when each son decided to 
enter the business. Says the father 

“At the time both sons were in thei 
late 20's; they knew what the score 
was, what their rewards would be 

“I did tell them this much: ‘Here's 
a marvelous opportunity, If you make 
it, you'll get the fruits of your labors’.” 

Have “Minor” Authority Until 
now, the sons have held “minor au 
thority”—the power to make decisions 
affecting their own departments 

Lewis, the younger son—he's 30—is 
office manager. His brother Merwin, 
33, is developing new commercial ac 
counts for the gasoline end of the 
business 





The Company 


American Coal Co., Hartford 
founded in 1908 


Operation: Largest Independ- 
ent fuel oil-gasoline jobber in 
the area with more than 15,000 
home heating accounts and 40 
service stations handling Cities 
Service products; burner sales- 
service departments; 11-million 
gal. bulk plant on Connecticut 
River; 55 vehicles, 30 of them 
gasoline and fuel oil trucks; 120 
135 employes 

















GREATER RESPONSIBILITY is coming to Merwin A. Sheketoff (left) and his brother 
Lewis S. (right). Their father (center) thinks their training is about over 


Since June, 1953, both have been 
vice presidents of the company. 

It was according to his 
father, who “was born with the desire 


Lewis, 


to get into the business.” 

Merwin, however, was bent on an 
academic career, and was permitted 
to follow it with complete parental 
support. He graduated from Williams 
College in 1943—with a Phi Beta Kap- 
pa key. 

When Merwin returned to civilian 
life in 1946 after three years in the 
U. S. Navy during World War II, 
he spent three years at the Harvard 
Graduate School of Arts and Sciences 
and then decided to enter the business 
with his father and brother. 

Began at Coal Yard—tLewis joined 
the company in June, 1949, as a coal 
truck driver. As time passed, he 

Dispatched trucks 

Worked in the oil-burner service 
department and spent a year selling 
fuel oil 

Became assistant to the sales man 
ager of the service station department, 
where he learned about gasoline, TBA 
and how to handle station mainte 
nance problems 

Learned 
dispatching, inventory check-out, truck 
and plant maintenance 

Learned office management while 
assigned to the treasurer's office 

Became office manager. 


degree-day operations, 


NATIONAI 


This training followed a three-year 
World War II hitch in the U. S. Air 
Force and four years at George Wash- 
ington University. 

Cleaned Oil Burners Merwin 
started in 1951 in the oil-burner serv- 
ice department, then became a dis- 
patcher, 

Then he was: 

Assigned to the bulk plant, where 
he drove a fuel oil truck and did office 
work. 

A worker in the accounting de- 
partment at the main office. 

A salesman of fuel oil 

Assigned to fleet accounts. 

Urges Caution—Their father urged 
caution in developing business methods 
of their own: “I wanted my sons to fol- 
low the principles that I followed in 
the construction of this house. I may 
not be entirely modern in my ways, 
but I do welcome new ways of doing 
things—if those ways are efficient. 

No Secrets—The father says he 
does not believe in keeping any secrets 
from his sons. “I take them into my 
confidence whenever they rap on my 
door, but I want them to work out 
their own problems first—or at least 
try to work them out.” 

Supporting his idea that his sons 
“should find their own way,” Sheketoff 
did not “pass along my business con- 
tacts to them by introducing them 
around.” * 
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To get the objective views of a small- 
business specialist in father-son relations, 
NPN interviewed Harvard University’s Dr. 


John D. Glover. This is his report on: 


How to Prepare 
Your Son For 
His Career 


Is it wise from a business standpoint to turn a 
jobbership over to a son? 

Ihe success-failure record on businesses handed 
from father to son is mixed. There have been 
many cases where the sons have been even more 
successful than the fathers. In many cases men 
have ruined the business in a very short period of 
time. 

Chances are best if the father is willing and able 
to encourage the son to grow in his own pattern 
Also, the father should take a hard-boiled attitude, 
to assess as objectively as he can the son’s merits 
I know of one case where the father, with no 
diminished love for his son, recognized very 
clearly that the man could not handle the business. 
I must take my hat off to that man and his son 
for recognizing the fact. In this case the father 
sold the business before his death. This is the 
best solution in many cases where the son is not 
fitted to take over. 

Should the father analyze his son’s ability as 
a potential business owner? 

Yes, he should. He should analyze the ability 
of the boy to take responsibility and to exercise 
initiative. 

If the boy is not willing to stick his neck out, 
he’s not going to make a very good businessman 
Sticking your neck out a little further, and a little 
further until finally you are able to commit your 
whole welfare and fortune to your business is a 
process of growth. It leads to the question: Does 
the son have the ability to make decisions know- 
ing that he is risking part of the family fortune? 

Is he able to go ahead with confidence? Then, 
does the boy have a realistic view of his own ca 
pacities? Is he willing to admit that he doesn’t 
know when he doesn’t know? 

And is he able to stand up to his father when 
he believes his father is wrong, and not say, 
“Okay, that’s what the old man wants, that’s 
what we do.”? 

Ihere’s the matter of pricing, or of credit terms 
If a young man doesn’t have a sense for develop- 
ing Credit ratings and knows he doesn’t, but is 
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JOHN D. GLOVER has taught courses in economics, sta- 
tistics and business policy during his 15 years at Harvard 


Graduate School of Business Administration. 


willing to learn, he is likely to do a lot better as a 
business owner than a man who thinks he knows 
it all from the start and sees no need to improve. 

One of the factors a father should consider 
most seriously is whether the son really is com- 
mitted to becoming a business man— is his heart 
really in the business? If the son’s heart and inter- 
ests are elsewhere, his father is headed for dis- 
appointment in his old age. 

The father and the son should try to discuss 
this most objectively. As far as aptitude tests are 
concerned, I have little faith in them. I don’t think 
we know well enough what the results ought to be. 

How should an oil jobber go about building his 
son’s incentive for taking over the business? 

If a father, whether he’s an oil jobber or in 
some other business, is trying to mold his son to 
some preconceived end, there are likely to be 
some very grave problems for the son, for the 
father and for the business itself. On the other 
hand, if this is what the son wants to be and it 
seems a natural and normal thing that he can 
undertake with some enthusiasm—that is a dif- 
ferent kind of animal. 

I would like to underscore that as the principal 
danger—a man trying to mold his son to some 
sort of preconceived end rather than giving him 
the kind of developmental experiences that will 
allow him free choice and mature decision. 

It’s entirely understandable that fathers want 
their sons to follow in their footsteps and carry 
on the work they’ve started. Many men get that 
idea before the son is born. They know darned 
well it’s going to be a son, and from the very first 
day they’re thinking about the relationship be- 
tween the two of them 30 years later. This comes 
from the best of intentions, but in many cases 
has brought tragic results. 

I would be very leery of trying to develop a 
desire in the son to take over—as distinguished 
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from the desire to help the son grow 
so that he wants to be a creative per- 
son in some field of endeavor, whether 
it’s this particular business or not. The 
idea of the father trying to plot the 
son’s life is the basic danger. 

In many cases—and this is true par- 
ticularly with small jobberships that 
are One-man Operations really run by 
the father—if the son doesn’t take 
over, there usually is not an adequate 
replacement. So the problem of con- 
tinuing the business is more difficult 
than in some other line. 

And many small businesses do not 
have much resale value. They have 
value only as a going concern. 

A few years ago there was a college 
boy whose father was in a small busi- 
ness and had been very successful—a 
self-made man who had done very 
well and was a very likable character. 
But he tried to plot his son’s life for 
him. 

The boy went to a well-known uni- 
versity and did fairly well in many 
fields, but was exceptional in history. 
In some of the other courses, he 
merely got by at the minimum. He 
came to Harvard Business School, did 
very mediocre work and _ finally 
flunked out. 

The boy’s failure in business school 
was one of the happiest things that | 
ever happened to him. He finally told | 
the whole story of what he really 
wanted to do—teach history. But his 
father would have no part in an 
academic career of any kind. He 
wanted his boy to come into his busi- | 
ness. 
The boy was close to a nervous | 
wreck and almost in a neurotic state 
trying to fulfill his father’s expecta- 
tions and live according to his father’s 
blueprint. His failure at the business | 
school was what finally triggered off 
his decision that he was damn well 
going to be a history teacher. This 
created a great crisis in the family. It 
brought a heart attack on the father | 
and the family had a very tough time 
of it. 

The mother tried to bring the two 
back together again. But for at least a 
couple of years, the father and son 
were complete enemies. They wouldn't 
talk to each other. They wouldn’t see 
each other. The father finally became 
reconciled to the fact that the boy had 
declared his independence and was | 
not going to follow in his father’s 
footsteps. 

This “prepared mold” procedure al- 
most invariably leads to trouble unless | 
the son has developed a real enthusi- 
asm on his own—unless he’s had a 





chance to look around at some other | Serving the Eastern Seaboard from Maine through Florida 
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Thomas Oil Co.: 


“Word of Mouth” advertising, it is said, is the best kind 
of advertising, so Richfield is pleased to pass on to you the 
unsolicited words of R. D. Thomas, son of the late J. V. 
Thomas, founder of the Thomas Oil Company, Richfield 
distributor of Ballston Spa, New York 


Says R. D. Thomas, who has effectively operated the 
business as successor to his father, “If we have a particular 
problem the solution of which requires assistance above and 
beyond our organization, we do not encounter the delays 
and red tape prevalent in most corporations, but we just 
grab the phone and put in a personal call to either Fred, 
Ralph, Howard, Alex or Ben* who give us the benefit of 
their experience and advice 


“It is the rapid solution of these problems that creates 
satisfied customers and satisfied customers are the reason 
our business continues to grow and prosper.” 


Thomas Oil Company is itself a satisfied customer—ot 
Richfield—-having increased more than 300% 
since donning the cream and blue colors of Richfield 


gallonage 


Mr. Thomas’ word of mouth advertising echoes the words 
of other Richfield Distributors from Maine to Florida for a 
host of reasons. Find out the reasons. Do it now. Write 
wire or phone 


*All of these are top Richfield Executives including the 


President 


J\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Says R. D. Thomas, son of 
J. V. Thomas, founder of 


“We just put ina 
personal call!” 
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WHERE Sw/aspowey DEPENDS ON 
Hivpower RELY ON 


Hoists, lube equipment, air towers, spark plug cleaners, filter 
cleaners are all sales-builders that depend on a never failing 
air supply. Don’t “short-change” your sales efforts with inade- 
quate or failing airpower. Be sure it is “right” for your 
particular station’s requirements, Get Wayne Compressors 
“Station Engineered” to your equipment. 

You get all you pay for in a Wayne Air Compresser. Every 
one is sold on the basis of known efficiency in terms of 
useable air output—pre-tested and guaranteed. Designed, 
engineered and built in Wayne plants each compressor is 
“station-engineered”—you are assured of guaranteed air 
output for every job in shop or service station. 

Wayne Compressors are engineered to provide a better 
compressor in every way—cooler in operation, with lower 
power consumption, higher efficiency, lower maintenance 
costs and longer trouble-free life. To assure unfailing air- 
power in your station install a Wayne Compressor. Write for 
catalog of complete line. 


THE WAYNE PUMP COMPANY 
TMA SALISBURY, MARYLAND . TORONTO, CANADA 
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MODEL W-356-V 
Vertical Type 


" 


MODEL W-6146-H 
Horizontal Type 


NATION WIDE 
SERVICE 


MODEL W-376-H 
Horizontol Type 





STATION-ENGINEERED 
PRODUCTS 


include 


PUMPS 


Complete line of 
single and double 
computing dispens- 
ing units, remote 
multi-pump systems, 
truck and bus high- 
gallonage pumps 


AUTO HOISTS 


Single, double, and 
3-post types. Free- 
wheel, frame-hoist, 
or drive-on. Hydrau- 
lic operation (semi 
or full) for cars, 
trucks, buses. 


HOSE REELS 


Retriever reels for 
air, water, oil, 
greases; Enclosed- 
type or open. iIn- 
stalled on wall, 
floor, ceiling of on 
an island. 


DISPENSING 
EQUIPMENT 


High boys, tank 
units, dispensers for 
oil, gasoline, kero- 
sene, alcohol, and 
greases. 
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special report 


kinds of businesses, even to look 
around in other kinds of careers, and 
finally 


tO say 


decided on his own initiative 
“Yes, | want to be a business 
man, I want to be in this particular in 
dustry, and I want to work with my 
father because I know we can do this 
together.” 

You can help people develop their 
There are 


interests many 


that order a father can do 


things of 
In a family 
conversation around the dinner table, 
the father might talk about what he 
did during the day, why he can't go 
on a vacation now, or why the family 
This way the 
environment 
naturally 
activities of the 


can't afford a new car 
boy grows up in an 
where the 
into the day-to-day 
tamily 


business comes 


Perhaps when he gets old enough, 
the boy can be taken along to a con 
vention and meet some other people 
in the industry. The point to under 
score is that this is not so much a 
means of conditioning the boy to enter 
a particular industry as it is a process 
of education in growing up, a means 
of showing the boy what the world is 
like 

What forma! education do you rec- 
ommend for a prospective oil jobber? 

Certainly there's no magic in a col 
lege education. All of us, I'm sure, 
have known some pretty highly edu 
cated men and we've also known some 
very capable, alert people who have 
had little in the way of formal educa 
tion 

The most important subjects to take 
ire those that present the 
interest and challenge. I think it much 
more important for a fellow to throw 
himself into 
field that interests him with the idea 
that he’s growing self-reliant than 1 
half-heartedly 
a lot of economics and busi 
ness courses because he’s going into 


greatest 


archeology or another 


would be to. drag 


through 


business 

I think the important thing 1s that 
he completes the course he starts. It 
gives the boy 
ment 


a sense of accomplish 
But there’s no magic about four 
years. If at the end of two years or 
so, both the father and son decide that 
the son has had enough and is eager to 
go to work, then it’s time to quit 

The place to learn to be an oil job 
You'll not 
school or 


ber is to work at the job 
learn it in high 
There's no college 


college 
professor who 
knows as much about it as the father 
or his competitors 
How should the 
training be conducted? 
| am leery of too formal a training 


son's business 


timetable. People mature at very dif 


ferent rates. Some fellows, I'm sure 
would be able to take over the busi 
ness at the age of 20. Others may not 
get their feet under them until 30 
Actually, training starts at the age of 
two. [t is then the child begins to 
build up associations with the business 
from talk around the home. As the 
boy grows older, his father can take 
him along and show him the plant and 
in his teens, the boy can take summer 
jobs at the plant or office—if he 
wants to 

1 don’t think any father should say 
obviously, “Well look, son, I have all 
the answers to these problems. Why 
don’t you do likewise?” But neither do 
1 think he need be modest if he’s 
proud of something he’s accomplished 
When the boy is ready to come into 
the business, a realistic attitude is best 
Teil the boy how you do things and 
why, but leave the door open for new 
ideas 

The best person to train the boy in 
specialized tasks, like accounting, 1s 
the person who does the job. And on 
of the best ways to give the boy 4 
sense of belonging to the business ts to 
introduce him around to the father’s 
business contacts 

How can the son avoid trouble in 
his relations with employes? 

If the son develops tn the prope: 
way, there shouldn't be any hard feel 
ings. But if young Willy comes in and 
despite his limitations and 
lack of interest, application and abil 
ity, becomes president, I don’t think 
there’s a damn thing you can do to 
wash away hard feelings 

If he earns his spurs on his own 
ind is worthy of leadership and re 
sponsibility, there shouldn't be any 
trouble. A son should have no more 
iuthority over employes than he de 
serves and can handle « 


obvious 


Legal Aspects 


One of the best ways to give 
the son a share in a jobbership, 
says Dr. Glover, 1s by transfer 
stock to him, with the 

gradually reducing his 
stock holdings and 


ring 
father 
ommon 
taking preferred stock 

Bult the main point to remem 
ber in any arrangement, he 
a good law 
yer is indispensable. It would 
be a great mistake for a family 
to try to work out stock or other 
problems without 


points out, 1s that 


legal good 


ounsel 
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“Toward Good Year in '55 
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Sguseetecetectesrs’ 
ab Domestic demand for oil products will be up about 5% 


“money )ybetter business and more U.S. spending will help it rise 


Oil company capital expenditures will edge upward about 1% 


DEMAND GOING UP 


{L. industry experts have pegged 

this year’s increase in domestic 
demand for oil products at about 5% 
This means the industry is bouncing 
back strongly from last year—-when 
oil customers cut the forecasts in half 
by buying only 2% more products 
than in 1953. 

The 5% figure is put forth by Presi- 
dent M. J. Rathbone of Standard Oil 
Co. (New Jersey) and a group of oil 
industry economists polled by the 
McGraw-Hill magazine Petroleum 
Processing and NATIONAL PETROLEUM 
News. 

John W. Boatwright, gencral man- 
ager of supply and transportation for 
Standard Oil Co. (Indiana), scales the 
increase up to 5.3%. 

Boatwright expects exports of crude 
oil and products to drop 18.6%. This 
figures out to an over-all demand in- 
crease of 4.3%. The Petroleum Proc- 
essing-NPN check shows a result about 
the same—export demand down 19% 
for an over-all increase of 4.1%. 

What this “encouraging picture” 
means, says Boatwright, is that “the 
oil industry in all its phases will have 
to operate at higher levels than have 
been experienced during 1954.” 

He expects the increased demand to 
bring a hike in crude runs to stills 
to 7,279,000 b/d, compared with an 
estimated 6,779,000 b/d during 1954. 

If the nation has a normal winter, 
Boatwright adds, and the industry ad- 
justs fully to the needs of the market, 
refiners will make more than their 
usual seasonal shift from the output 
of gasoline to the output of distillates. 

And if they don't? “We are going 
to have a shortage of distillates and 
a glut of gasoline before spring.” 

Rathbone of Jersey Standard is 
doubtful the industry will find itself 
in a “seller’s market” again, despite 
the anticipated increase of at least 5% 
in demand. 

He sees a continuation of this de- 
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mand upswing and says the oil industry 
is on the threshold of “what may be its 
greatest era.” Rathbone thinks that in 
the next 10 years the industry might 
have to supply “6 million more barrels 
of oil every day” than it does now. 

In the West—G. M. Knebel, explor- 
ation manager for Standard Oil Co. 
(New Jersey), expects a 5% demand 
increase rate in the free world for the 
next four years—meaning a need for 
600,000 b/d of new crude oil produc- 
tion each year. 

On the Pacific Coast, the demand 
increase is expected to be lower than 
for the nation as a whole. Marion E. 
Dice, manager of General Petroleum 
Corp.’s economics department, sees a 
demand rise of 3.6% in California, 
Oregon, Washington, Nevada and Ari- 
zona. 

Jet Fuels—Air Force requirements 
will play an increasingly large role in 
the demand picture during the coming 
year, the Petroleum Processing-NPN 
survey reveals. 

World-wide requirements for jet 
fuels by U. S. military forces may soar 
as much as 36% above the 1954 de- 
mand—for a total of 65 million bbl. 
Jet fuel consumption for 1954 was 
twice that in 1953. In another year, 
jet fuel use probably will exceed do- 
mestic fuel consumption by diesel lo- 
comotives. 

But other military oil requirements 
are expected to rise only slightly above 
1954 levels. 

World Market—The big factor in 
the export demand picture will be the 
reopening of the Abadan refinery in 
Iran. Unofficial reports say it will start 
up at a 135,000 b/d charging rate. 

More productive capacity in Europe 
makes the outlook there increasingly 
dim for U. S. exporters. Product de- 
mand is growing by about 7% a year, 
but plant expansion is continuing 
apace and there will be some surplus 
capacity. 

Western European lube oil produc- 
tion capacity also is said to be grow- 
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ing at about the same rate as the 
markets it serves. 

An important development this year 
for oil marketers will be octane in- 
creases brought about by increased 
competition and the needs of new- 
model cars. 

Increases will come about largely 
through the availability of larger vol- 
umes of catalytic reformate from re- 
forming units now being installed at 
refineries. 

Research octane numbers for pre- 
mium wil reach an average of 95 by 
the end of 1955, forecasters say, and 
some gasolines in the East will hit 
96. 

The 95 average will be a gain of 
one octane from the rating at the end 
of 1954 and a gain of almost three 
octanes from 1953. 

U. S. average for regular grade will 
be between 87.5 and 88 by the end 
of 1955. 

Though needs of new high-compres- 
sion engines play a definite part in the 
picture, the general opinion is most 
octane increases are being caused by 
tougher sales and advertising compe- 
tition among oil companies. 


THE WHY OF IT 


The 5% increase in oil product de- 
mand this year stems from three basic 
factors—more money, better business 
and more government spending. 

Things are expected to “look up” 
generally on the U. S. economic scene 
during the coming months. 

Allyn P. Evans, New York invest- 
ment broker, predicts an increase of 
$9 billion in consumer spending in 
1954 and a gross national product of 
$370 billion (consumer expenditures, 
private domestic investment and gov- 
ernment expenditures). 

This would be a jump of $14 bil- 
lion over last year. 

Evans predicts growth of the econ- 
omy will continue strong during the 
next five to 10 years. He sees a gross 
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national product of $540 billion to 
$560 billion in the next 10 years. 

Here are the factors that will con- 
tribute most to the expected upsurge 
in oil demand this year, as revealed 
in a study conducted for NATIONAL 
PETROLEUM News by the McGraw- 
Hill Economics Department: 


BUILDING 


At least 1.2 million new homes 
should be completed this year, an in- 
crease of about 100,000 units over 
last year, which was the second best 
year for housing construction in his- 
tory. 

The trend is to larger homes, which 
means more heating oil consumption 
per unit for those units that install 
oil heating systems. 

As a total, this represents an im- 
posing new market for home heating 
oils. But fuel oil jobbers will have 
tough competition to overcome in 
most areas for every new account. 

The government is encouraging this 
home building with its new housing 
law, which provides liberal FHA mort- 
gaging terms for builders. Another fac- 
tor is the growing number of families 
in the middle and upper-middle in- 
come groups from $4,000 a year to 
$10,000. 


INDUSTRIAL GROWTH 


One outgrowth of the housing boom 
will be a corresponding increase in 
community facilities (shopping centers, 
churches, schools and hospitals) and 
new utilities, and the plant or plant 
additions necessary to provide them. 

All of these represent potential mar- 
kets for light or heavy fuel oils. 

On the general industry front, ac- 
tivity is expected to increase during 
the coming year. Sales are increasing 
and the inventory recession of 1954 
is over. 

Business inventories, which dropped 
$4 billion last year, probably will gain 
by at least half that figure this year. 
Production in steel and other heavy 
industries is increasing. 

The electric power industry, a big 
consumer of heavy fuel oil, expects 
an 8% increase in output of electricity 
this year, according to Electrical 
World, a McGraw-Hill publication 


MORE CARS 

Car sales are expected to increase 
300,000 over last year. This will mean 
more travel and more gasoline, service 
and TBA sales. 

Service station sales, which totaled 
$10.5 billion in 1953 and $11.5 billion 
in 1954 (Commerce Department fig- 
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ures) are expected to maintain at least 
this rate of gain (about 9% ). 

A greater proportion of the new 
cars will be in the medium and luxury- 
price fields. Lower mileage per gallon 
of gasoline and higher mileage per car 
should mean considerably greater gas- 
oline sales. 

The government's avowed plan to 
spend many billions for highways in 
the coming 10 years will encourage 
motorists to pile up even more mile- 
age by providing better travel routes 

Increased industrial activity and the 
steadily growing percentage of goods 
shipped by truck also are expected to 


contribute to sales of gasoline, TBA 
and services. 


MORE SPENDING 


Except where it affects service sta- 
tion sales, higher consumer income 
and greater spending expected to re- 
sult this year will affect the oil indus- 
try only indirectly. 

But it will be responsible for in- 
creased car sales that mean more 
travel, more home building with the 
resultant increase in fuel oil consump- 
tion and greater production on the 
part of industry generally that will help 
the oil industry in many ways 





Capital Expenditures Going Up 


TOTAL 
Marketing 
Refining 
Transportation 
Production 
Other 


$4,920,000 
375,000 
717,000 
285,000 
3,473,000 
70,000 





Oil industry capital expenditures in 
1955 are expected to edge up about 
1% over last year’s total, according 
to a survey conducted by McGraw- 
Hill. 

Dollar total is expected to hit $4,- 
920 million, compared with an esti- 
mated $4,875 million during 1954. 

Big reason for the increase is a 
heavy concentration on crude oil pro- 
duction, which is expected to drive 
capital spending in the oil fields up 
7%—from about $3,261 million to 
$3,473 million. 

Outlays for marketing will continue 
roughly on the same plane as last 
year, inching up $1 million from about 
$374 million to $375 inillion. 

Forecasters figure transportation 
spending will plunge 27%, slicing 
total outlay from an estimated $391 
million in 1954 to $285 million this 
year. 

Refining expenditures also will slip 
downhill. Oil companies probably will 
shave 7% off the top of the new 
facilities budget, cutting the total from 
$767 million to $717 million. 

Other expenditures will take a cut 
15%, from about $82 million to $70 
million. 

Oil Is Better—The oil picture is 
brighter than that for U. S. industry 


PETROLEUM NEWS 


Planned 1955 


(in $000) 


Estimated 1954 % of Change 
$4,875,000 +. 1% 
374,000 0 
767,000 71% 
391,000 27% 
3,261,000 +- 7% 
82,000 15% 


as a whole. The forecast figures there 
show a cut of 5% in capital expendi- 
tures from last year’s totals. In dollars, 
that is $1.1 billion, from $21.8 billion 
in 1954 to $20.7 billion in 1955 

The McGraw-Hill survey covers 
only capital spending within the 
United States. 

Companies co-operating in the sur- 
vey employ more than 60% of all 
workers in the group of industries 
where capital spending is highest. 

Coverage in other industries is not 
so complete, but firms are chosen to 
represent an accurate cross-section of 
their industries. The companies in the 
survey employ between one-fourth 
and one-third of all workers in U. S 
industry. 

Usually, firms participating in the 
survey are the larger one. in their 
respective industries. But this year, a 
substantial number of medium-sized 
and relatively small firms were in- 
cluded in order to give a more ac- 
curate picture. 

Base statistics for the oil industry 
section of the survey were supplied 
by the Petroleum Department of the 
Chase National Bank of New York. 
These are used to project figures sup- 
plied by individual oil companies to 
cover the entire industry 4 


51 





a 6 | Industry News 


il 
- 99% wi 


80% wil; have V-8 engi 
ines 


® 52% of all gasoline used will be premium 


The greatest number of me- 
chanical changes affecting oil 
marketing in the last 20 years 
will characterize new passenger 
car models for 1955. 

About 5,600,000 new cars will 
be sold this year. The 50 new 
models will give the oil marketer 
his biggest problem—transition 
to meet new automotive § de- 
mands, 

Evidence has been piling up that ol 
companies have an early start towards 
answering this challenge. But on the 
basis of final data from car manufac 
turers, there is no doubt that the im 
pact of these new cars on oil mar 
keting will be greater than was in 
dicated last fall when preliminary 
mechanical data on 1955 models be 
came available (see NPN, November, 
p. 135) 

That the automotive market for 
service station merchandise and serv 
ices will be good is evident from the 
iuto) industry's prediction that this 
year’s 5,600,000 passenger car sales 
will be exceeded only by 1953 with 
5,926,487 and 1950 with 6,503,985 

A look at final specifications for all 
1955 models shows that mechanical 
changes will mean these things to the 
marketer 

@ Increase in 
sales 

@ Larger inventories of 
tires and personnel training programs 
to service them 

@ More spark plug sales 

@ Bigger stocks of 12-volt batteries 
and more demand for their servicing 

@ Fewer chassis lubrication jobs 
but more oil filter sales 

These conclusions are based on data 
from all car manufacturers. Specific 
technical data for three makes—-Nash, 


premium gasoline 


tubeless 


| have subeles® 


67 %o will hav 


Hudson and Packard—are not identi 
fied because their models will be in 
troduced later this month 


FUELING THE NEW CARS 


Passenger car population by the end 
of 1955 is expected to pass the 50 
million mark, a gain of more than 2 
mlilion cars over 1954. Gasoline con 
sumption by passenger cars will in- 
crease about 4.8% this year over 1954 

More than 47% of all new 1955 
models produced this year will re- 
quire premium gasoline. This estimate 
includes the new Chevrolet V-8 

Best oil industry estimates indicate 
that about 45% of all passenger cars 





Third Biggest Year, 
Unless... 


One_ thing—a_strike-induced 
shutdown of automobile produc- 
tion—could throw out of focus 
the industry's forecast that 1955 
new car sales will be ahead of 
all previous years except 1953 
and 1950 

Walter Reuther, United Auto 
mobile Workers leader, has an 
nounced that the union will de 
mand a guaranieed annual wage 
when contracts expire in May 
with General Motors, in June 
with Ford and in August with 
Chrysler Corp 

A recent Chrysler settlement 
of grievances in one plant only 

the body plant—does not af 
fect the over-all picture 

Barring a major strike in the 
automotive industry, the predic 
tion stands that 5,600,000 pas 
senger cars will be sold this year 
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e oil filters 


® 4.8% more gasoline will be used in 1955 


last year either required premium 
grade fuel or used it because of cus- 
tomer preference 

Chevrolet hedges on the grade of 
gasoline required, saying that regular 
will work satisfactorily in many areas 
In regions where regular octane is not 
sufficient for knock-free performance, 
the customer may switch to premium 
or retard the timing on the car 

Preliminary octane rating tests in 
dicate the new Chevrolet V-8 has a 
clean requirement of about 87-88 oc 
tane. This means that after about 4,000 
miles the engine will probably have 
an octane requirement of about 92-93 

well within the premium range. 

Chevrolet’s answer is that they ex 
pect regular grade octane ratings to 
zo up sufficiently in the next year to 
meet their engine’s top requirement 
in most areas of the country 

Thus, with more than 47% of 1955 
car production in the premium fuel 
class, an estimated 2,643,000 new cars 
will be added to the premium gasoline 
market. 

Almost all of the cars these new 
models will replace probably will be 
of the pre-high compression vintage, 
so there will be a net gain of 2,643,000 
premium fuel cars 

This means that more than 26 mil 
lion cars at the end of this year will 
be premium fuel customers. That's 
ibout 52% of all passenger cars on 
the road 

In 1954, premium fuel sales ac 
counted for about 32% of all gasoline 
sales. In 1955, that figure will be 34 
35% 

Passenger car consumption of gas- 
oline accounts for about 65% of total 
gasoline consumed, trucks and buses 
about 25% and farm tractors about 
10% 
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On this basis, total gasoline con 
sumption in 1954 was more than 52 
billion gal., with about 34 billion being 


used by passenger cars. Of that 
amount, 16.5 billion were premium 
gasoline. Because almost 100% of 


passenger car gasoline is purchased 
at service stations, percentage of pre 
mium fuel to total gasoline sold there 
18 48.8% 

rhis year, total gasoline consump 
tion will run about 54.7 billion gal., 
of which 35.6 billion will be used by 
passenger cars. Of the latter, 
18.4 billion will be premium grade 

This means that premium 
service stations will account for 
of total gasoline 
cars. 

Compression—Increased compres 
sion ratios are the reason for the pre 
mium increase. Average compression 
ratio for 1955 cars is 7.99:1, 
pared to 7.64:1 in 1954. Horsepowe! 
also is up, approaching the 200 mark, 


about 


sales at 
52% 


sales for passenger 


as com 


an increase of almost 39 hp average 
over 1954. High compression ratio is 
9:1 in some model Buicks and all 
Cadillacs. 

Gasoline Tank Capacities—A\ erage 
capacity will be 17.8 gal., with ca 
pacities ranging from a low of 10.5 
to a high of 20 gal. In 1954, average 


gasoline tank capacity was 18.6 gal 
Gasoline Fill Pipe Location— The 
left rear fender remains the 
popular location for the gasoline fill 
pipe. On 52.6% of all cars, the fill 
pipe is found in the left rear fende: 
on 26.4%, in the 
car under the license plate; on 19.3% 
in the right rear fender, and on 1.7% 
under the right rear tail light 
Fuel Filters—About 93% of 
cars come equipped with some sort of 
fuel filter, while 7% have none. Ot 
those with fuel filters, 51.8% 
filter built into the gasoline tank and 
23.1% have two filters 
gasoline tank and one 
fuel pump. 


most 


rear center of th 


1955 


have a 


one in the 
built into the 


LUBRICATION 


Oil Filters— Almost 67% of all 1955 
cars will have oil filters as standard 
equipment and about 30% will offer 
them as optional equipment. Only 3% 
will offer no filter 

Of oil filters that are standard equip- 


ment, 67.5% will be of the full-flow 
type and 32.5% will be by-pass o1 
shunt type 

About 24.6% of the optional filters 


new cars will be of the 
75.4% of the by 


available on 


full-flow type, and 


pass or shunt type 
Crankcase Capacity 

crankcase capacity of 1955 model cars 

6 5.13 at., 


Average 


compared to 5.3 for 1954 
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Ot cars produced this year, 
25.5% will have 6-qt. capacities, 
66.8% will be 5 qt.; 7.6% will be 4, 
and 0.1% will be 7 qt 

Hydraulic Valve Lifters About 
60% of all 1955 cars produced will 
have hydraulic litters 

Automatic Transmissions—tIn 1955, 
93% of all cars produced will come 
equipped with automatic transmissions 
The average capacity of trans 
10.1 qt., against 9.9 for 
Capacities range from 8.5 


models 


valve 


these 
missions 1S 
1954 cars 
qt. to a high of 12 qt 

Chassis Lubrication—Introduction 
of the push-button, driver-operated 














Multi-Luber by Lincoln and Mercury 
as Optional equipment is expected to 
have some effect on chassis lubrication 
business 

Lincoln-Mercury will not venture a 
figure on the number of cars it will 
sell equipped with this type of lubn- 
cation system (see NPN, December, 
p. 46). But if only 10% of the buyers 
take the Multi-Luber, their acceptance 


could mean more than 30,000 new 
cars on the road that will require no 
other lubrication on the Il chassis 


points handled by the device 


Psychologically, the new method 


may encourage these owners to have 


FIRST CHOICE TO LAST 





Gilbarco centrifugal pumps in a new Eastern Marine Bulk Terminal 


GILBARCO CENTRIFUGALS are designed primarily 


for the handling of petroleum products. 


Thus every detail of 


construction is concentrated on accomplishing this job super 


latively well. 


Capacities range from 50 to 1500 GPM in straight and positive 


self-priming 


models for all types of drives 


Write for catalog and complete information on the pumps built 


particularly for your business. 


APPLICATIONS: 


Bulk plants « Terminals « Multi-isiand 


service stations « Airports e« Solvent plants 


Drum filling plants « Tank trucks e 
trailers « Lubricating oil trucks e Oil 


refineries + Petro chemical plants e 
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Gilbert & Barker Mtg. Co., 
West Springfield, 
Mass. 
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GENERAL PURPOSE PUMPS 
HEAVY-DUTY PUMPS 
now available with MECHANICAL SEALS 


General Purpose, all-weather 
Viking pumps in sizes from 
20 to 200 G.P.M. and Heavy- 
Duty Viking pumps in sizes 
from 10 to 300 G.P.M. can 
now be furnished with me- 
chanical seals. The seals, in 
both cases, are packaged 
units with a minimum of 


parts and no chance for mis- GENERAL PURPOSE 


assembly. 





MECHANICAL 
; SEAL 
+ 


Fig. 4162 
All-weather Single Unit 
20 to 200 
GPM SIZES 
MECHANICAL SEAL 


HEAVY-DUTY \ EQUIPPED 





MECHANICAL 


Both types of pumps equipped 
with mechanical seals also 
feature carbon graphite bear- 
ings requiring no lubrication. 
For leak-proof, long-lived 
service, specify mechanical 
seal equipped General Pur- 
Fig. 4212 pose or Heavy-Duty Viking 
_ Heavy-Duty Single Unit pumps. 


10 to 300 For additional information ask 
GPM SIZES for folders SP-336R and SP- 


MECHANICAL SEAL — 
EQUIPPED 


VIKING (erie. Fats ows 
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the chassis lubricated less frequently. 
Though the device won’t do the entire 
chassis lubrication job, there will be 
those who will assume it does. And 
there will be owners who feel that the 
points missed by the Multi-Luber may 
not need as frequent attention. 

For at least a year, there will be no 
market for replacement of the 8-oz. 
container of lubricant that feeds the 
Multi-Luber. Lincoln-Mercury says 
the reservoir contains enough lubri- 
cant for 10,000 miles of driving. 

Oil companies therefore can expect 
at least a year to pass before there 
will be any significant demand from 
new Lincoln or Mercury owners for 
refills. By that time, it is expected oil 
companies will have the special refill 
cans available. 

If Multi-Luber kits appear for other 
makes of cars, the picture will be 
different. Adoption of the device by 
another auto manufacturer also can 
alter the market. And at least two 
other car manufacturers have express- 
ed interest in the device. 


TBA AND SERVICES 


Tubeless Tires—More than 99% of 
all 1955 cars will come with tubeless 
tires as standard equipment. This 
means about 5,563,000 cars so equip- 
ped. Only two models, yet to be in- 
troduced, will have tires with tubes. 

Of those with tubeless tires, only 
two models—Studebaker Champion 
and Commander—offer them as op- 
tional equipment. However, most buy- 
ers of these models are expected to 
take the tubeless tires. 

Ihe tubeless tire market is expected 
to be far greater than is indicated by 
the almost whoiesale switch by car 
makers to that type of tire. Soon after 
it became evident that tubeless tires 
would be standard on most 1955 cars, 
retail outlets noted an increase in 
demand. 

Some rubber companies predict that 
half of the replacement passenger tire 
sales this year will be of the tubeless 
variety. These tires can be installed 
on any passenger car that has rims in 
good condition, except those with 
wire wheels. Wire wheel rims are not 
airproof. Older standard rims may 
need some bumping, but generally are 
suitable for tubeless tire mounting. 

For the marketer building an inven- 
tory of tubeless tires, here’s informa- 
tion on how 1955 models will come 
equipped according to tire size: 
6.70% 1S—55.4% 7.10% 15—22.1% 
7.60 15—14.2% 8.00K15— 5.4% 
6.40 15— 2.1% 8.20« 15— 0.4% 
5.2015 0.2% 8.90 15 0.2% 

Spark Plugs—tEarlier estimates that 
more than 66% of 1955 cars sold 





would be V-8s must now be revised 
upward to almost 80%. Preliminary 
reports on 1955 model sales show that 
where a six and a V-8 are both avail- 
able in one make of car, customers 
are demanding more V-8s than are 
available. Just under 20% of 1955 
cars are expected to be sixes and less 
than 1% four-cylinder cars. 

About 2 million more V-8s will be 
produced in 1955 than in 1954. This 
represents a gain in potential spark 
plug sales of more than 4 million, due 
to engine change only. 

Three makes of cars—Ford, Lin- 
coln and Mercury—went from a 14- 
mm spark plug to an 18-mm in 1955 
models. This means that almost one 
out of every four 1955 cars will have 
18-mm spark plugs. 

The new plug currently is made 
only by Champion Spark Plug for 
passenger cars. Biggest claim for it is 
that its design will reduce the possi- 
bility of spark plug fouling. 

A spot check of other auto manu- 
facturers gives no hint that others 
will switch to the 18-mm size. 

Batteries—Almost 50% of all 1955 
cars will come with 12-volt ignition 
systems requiring 12-volt batteries 
This means that by the end of 1955 
an estimated 3,850,000 cars will be on 
the road with 12-volt batteries. 

Exhaust Systems—The muffler mar- 
ket on 1955 model cars will be greater 
than ever before. About 14% of all 
cars will have dual exhaust systems 
this year. That’s more than 795,000 
cars, Or 1,590,000 mufflers and tail 
pipes. 

Air Cleaners—Oil bath air cleaners 
will come on about 82.4% of all 1955 
cars. Qil-wetted type cleaners will be 
found on 14.4%; 2.1% will have dry 
air Cleaners and 1.1% will have a 
plasticized paper type cleaner. 

Windshield Wipers—About 24% of 
1955 model cars will come with elec- 
tric windshield wipers, the remainder 
with vacuum-powered wipers. Buick 
this year will have a wiper blade de- 
signed to go “around the corner”. 

Cooling System—Average cooling 
system capacity for 1955 cars will be 
16 qt. Average capacity for 1954 cars 
was 17 qt. Most popular size cooling 
system, and per cent of cars in each 
bracket: 20 qt., 18.2%; 19 qt., 14.9%; 
17 qt., 21.9%. 

Power brakes—Power brakes will 
be optional on 98.5% of all cars pro- 
duced in 1955 models; 1.1% will offer 
them as standard equipment, with only 
0.4% not offering it. 

Power Steering—As optional equip- 
ment, power steering is available on 
92.9% of 1955 cars; standard on 
6.9%, and not available on 0.2%. & 
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NEW ACTION ATTRACTION 


FOR YOUR “WINTERIZING” PROGRAM 




















Tuck a Campbell Traction Klip 
in front of or behind rear wheels 


Roll on, they grip instantly . 
take you out of snow, ice, mud. 







Amazing new Campbell ‘Traction Klips” provide the easy way out when you're 





stuck in snow, ice or mud. Get you out of ruts—up slippery hills—away from icy 
gutters. Spinning wheels will pick up ‘‘Klips."” Handy lever zips them off. Here's a 





brand new item that's sure to become a motoring “must'’—a new profit oppor 





tunity to include with your ‘winterizing’ program! 






e OFF IN 
10 SECONDS! 







ONLY CAMPBELL OFFERS A COMPLETE LINE 
OF TRACTION EQUIPMENT 


“KWIK-ON” TIRE CHAINS 


On The Wheel In Less Than A Minute! 








Fasten in back with" iffy Hook 
| AL ve 
Adjust the chain and lock 


LUG-REINFORCED CHAINS 


A Campbell Exclusive! 


Sensational new type of complete chains. Takes less than 








a minute a wheel to be ready for snow, ice or mud. No 


jacking—no moving car. Special plastic sleeve protectors 





with each set. Every car owner will appreciate how easy 





it is to put on "“Kwik-Ons 







Patented Lug-Reinforced construction that digs in for 





better traction—greater protection against skids and 





side slips. Easy-to-use Chain Applier with each set 





Stock up on these popular favorites before the season 





really gets under way 












Campbell “Traction Klips” and “Kwik-On” Tire 


Chains are advertised in The Saturday Evening 


j 
[& « 
Oy WaT =" 
= . ~ 
Post, Life, and newspapers in major markets “s a7 ye ry: ht nae | 


MAIN OFFICE, YORK, PA 
West Burlington, lowa + Portland, Oregon «+ 
Chain for every need . . . industrial . . . marine 








Secramente, Calif 
farm automotive 
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Use this faster way 


to make safe deliveries 
to underground tanks 


(a 


EVER-TITE 


97 Twisting Cap 


97 Locking Cap 
Can be padlocked 


97 Adapter 


No. 97 
Ever-Tite 
Fill Cap 


"99" Coupler 
with Sight Gauge 


ou can get faster, safer tight-fill deliveries to 

underground storage tanks by using the Ever- 
Tite No. 99 Coupler with full 3” 1.D.—a coupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
manhole as small as 614” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed —a valu- 
able safeguard against loss of product. Coupler 
is made with male or female threads or adapter 
for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” I.D. in 3” and 
larger sizes. Until No. 97 Adapters have been 
installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 
for use with the same 3” No. 99 Coupler. 





- 


SALULISELALILU TIDY, VY 
Y 
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To operate, just push the coupler onto the 
adapter and press down the push rod which 
locks the coupler tightly to the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap. The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 
The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze push rod and 
cams. Extremely light, yet rugged and sturdy — 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry — proved by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 
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@ Consumption of oil products will 
rise only 1% to 2% this year over 
1954 in the Inter-Mountain area, says 
W. L. Fields, Salt Lake division man- 
ager for Standard Oil of California. 
Since 1948, annual demand increase 
has been about 7%. 
SIGNIFICANCE: A big factor is the 
inroads made in new-home heating by 
natural gas, which was in short supply 
for many years. 





@ Northwestern Refining Co. has 
launched a $420,000 project at its St. 
Paul Park, Minn., refinery. Facilities 
will be constructed to trap gases now 
escaping and turn them into propane 
and butane. Light smoke and odor 
conditions that some residents have 
protested will be eliminated or cut 
drastically. 

SIGNIFICANCE: The “two birds with 
one stone” project will boost by- 
product output while averting any 
“smog-cause” charges. 


@ President Eisenhower has estab- 
lished new rules for operation of gov- 
ernment motor pools and transporta- 
tion systems. Studies also will be 
conducted in six cities. 
SIGNIFICANCE: Government ex- 
penditures for gasoline, motor oils 
and lubricants will be cut. 


@ Retail Petroleum Dealers Assn. of 
San Diego has won a superior court 
order stopping Shaw Brothers’ Shell 
service stations from undercutting 
fair-trade gasoline prices. The judge 
held the Shaws were “selling below 
cost to injure a competitor.” 
SIGNIFICANCE: The Shaws have 
been ordered to restore their former 
markups of 5.7¢ gal. on regular-grade 
gasoline and 6.2¢ gal. on premium. 


@ Capital Airlines has increased from 
40 to 60 its orders for new British 
Viscount turboprop airplanes, which 
burn straight kerosine. 

SIGNIFICANCE: This heralds a grow- 
ing use of jet fuel by commercial air- 
lines, which will affect oil marketers’ 
aviation gasoline supply operations. 








@ George Moore’s suit against seven 
major oil companies will be tried 
March 15 in Federal District Court 
at Seattle. The former station opera- 
tor charges the majors with control- 
ling “distribution and marketing of all 
gasoline in Washington” and asks that 
they be removed from reseller compe- 
tition in some areas. 

SIGNIFICANCE: A precedent would 
be established if Moore wins localized 


divorcement. 





@ Gas company Officials expect to 
have 20% of the Seattle home-heating 
market within five years after natural 
gas reaches the area, compared with 
the present 4%. Gas heating may cost 
less than oil, despite high rates, be- 
cause of low installation and service 
costs, gas men say. They expect 7,000 
installations a year. 

SIGNIFICANCE: Natural gas is likely 
to pass up industrial accounts at first 
for high-profit home heating. Home 
installations near standby mains and 
meters probably will give gas an econ- 
omy selling point at first. 


@ Gulf Oil Corp. and Skelly Oil Co. 
have agreed to permit their dealers to 
honor credit cards of both companies. 
Gulf has similar arrangements with 
British American Oil Co. in Canada 
and Union Oil Co. of California on 
the West Coast and in the Rockies. 
SIGNIFICANCE: Gulf customers now 
can use their credit cards in all 48 
states and Canada. 


@ Socony-Vacuum Oil Co. is instal- 
ling an electronic digital computer at 
its Paulsboro, N. J., research and de- 
velopment laboratories. The “magic 
brain,” replacing one in service for 
several years, will be used for solving 
refinery problems. 

SIGNIFICANCE: This is believed to 
be the largest and fastest such device 
ever installed by an oil company. 


@ Shell Oil Co. has demonstrated a 
“dynamic testing” system for roads to 
the U. S. Bureau of Public Roads, It 
simulates the jarring effects of actual 
traffic on asphaltic construction 

SIGNIFICANCE: Shell says the sys 
tem can be a great help in the high- 
way expansion program now under 
study by a presidential committee. 
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@ Along with stronger policing of 
antifreeze price-cutting, reports are 
that two antifreeze makers are block- 
ing pool purchasing by large concerns 
for resale to employes at cost. In- 
stances are cited of orders in excess 
of fleet requirements being whittled 
down or refused outright. 
SIGNIFICANCE: These moves should 
firm up prices and cut the number of 
requests at stations for installation of 
antifreeze bought elsewhere. 


@ Price Waterhouse & Co., New 
York accounting firm, has been 
named by the State Department to 
serve as an intermediary for inde- 
pendent companies that want to par- 
ticipate in the Iranian oil consortium. 
Such companies must file with Price 
Waterhouse by Jan. 22. 
SIGNIFICANCE: The door is being 
opened for qualified independent oil 
companies, 


@ Standard Oil Co. of California will 
build a 20,000 to 30,000-b/d refinery 
in the Hawaiian !slands at a cost of 
more than $25 million. The site—in 
Honolulu—has not been chosen. 
SIGNIFICANCE: This will be Hawail’s 
first completely modern oil refinery. 





@ Standard Oil Development Co. will 
build a radiation laboratory at Esso 
Research Center, Linden, N. J. The 
lab will be used for a series of atomic 
experiments aimed at devising new 
and better ways of producing gasoline, 
motor oils, lubricants and _petro- 
chemicals. 

SIGNIFICANCE: On completion this 
spring, it will be by far the largest 
privately financed radiation laboratory 
in the world’s oil industry. 


@ Natural gas in 1954 built its lion's 
share of the new-home heating market 
to almost two-thirds—from less than 
half the market in 1940. Oil replaced 
coal as runner-up, with almost one- 
third of the market. 
SIGNIFICANCE: Coal was “out in the 
cold” in the new-home market in 
1954, with less than 2% of the in 
stallations. 

a 
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mm U.S’ Hose never 
ae gels Stiff. 


When the mercury drops to zero and lower, 
there’s no fun in pumping gas. Fingers, 
toes, ears and nose freeze to the breaking 
point — but never U. S. Royal Curb Pump 
Gasoline Hose. 





Pump operators prefer it in any weather, 
because it’s always flexible, never “fights” 
back. Not only that, the wire reinforce- 
ments in U.S. Royal Curb Pump forms a 
static-eliminating contact between the 
couplings and prevents collapsing. 
Approved by Underwriters’ Laboratories 
and equipped with the U. S. Giant® Com- 
pression Spring Coupling that gives longer 
hours of trouble-free service because of 
its special construction features. 


The up-to-date service station supply 
distributor has it—ask for it by name — 
U.S. Royal Curb Pump Hose. 


“U.S.” Research perfects it. 
“U.S.” Production builds it. 
U.S. Industry depends on it. 


U.S. ROYAL CURB PUMP HOSE is the most flexible on the market 


UNITED STATES RUBBER COMPANY 


MECHANICAL GOODS DIVISION +- ROCKEFELLER CENTER, NEW YORK 20, N. Y. 


Hose « Belting « Expansion Jointa « Rubber-to-metal Products « Oil Field Specialties « Plastic Pipe and Fittings « Grinding Wheels « Packings « Tapes 
Molded and Extruded Rubber and Plastic Products « Protective Linings and Coatings « Conductive Rubber ¢ Adhesives ¢ Roll Coverings « Mats and Matting 
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@ ARE YOU A SMALL OIL MARKETER? 


@ WANT TO SELi TO THE ARMED SERVICES? 


Here’s a man who will help you. He's 


Herman Fowler, small-business repre- 


sentative at ASPPA 


There’s a broadening opportunity for oil jobbers and small refiners 
to sell oil products to the military. Here’s why: 

® The military is doing most of its buying now through open bids, 
rather than negotiating contracts as it did in the days of tighter oil 


supplies. This opens the door for 
more participants. 

@ The Air Force is gradually 
shifting to jet fuel, which has 
specifications much easier to 
meet than aviation § gasoline. 
Where only a few could supply 
avgas, many can supply jet fuel. 

@ The Armed Services Petro- 
leum Purchasing Agency (ASP- 
PA), which buys fuels for the 
military, now has an experienced 
oil marketer as its small-business 
representative. 

He is Herman G. Fowler, who was 
in oil marketing 18 years before taking 
a position with the government 12 
years ago. He still owns a service 
station he purchased in 1940, so he 
knows what the “little” man is up 
against. And he knows the ropes in 
Washington. 

His job now is to help small oil 
firms get their share of the govern- 
ment’s tremendous fuel business. 

This does not mean that ASPPA 
suddenly will swing the bulk of its 
buying to small firms, or that a jobber 
will be able to sell to the military 
simply by letting ASPPA know he has 
some products to offer. 


SIGNIFICANCE 


What it does mean is that oil jobbers 
and others will have available to them 
in Washington a man familiar with 
their Operations and with the govern- 
ment’s way of doing business. 

It means that the interested oil 
jobber will know who in the govern 
ment can answer a question or help 
solve a problem. 

During the past fiscal year, ASPPA 
purchased $150 million of products 
from firms classified as small business 
That’s roughly 17% of all purchases, 
and ASPPA contends the percentage 
runs to as high as 67% when con- 
tracts out of reach of small firms are 
eliminated 

The agency has around 1,500 firms 
on its mailing list, and about 1,400 
of these are small business firms 

Fowler has a two-fold reason for 
wanting to get as many small oil firms 
as possible interested in selling to the 
government: It is good for the indi- 
vidual firms and for small business in 
general, and the government stands to 
benefit by getting a better price through 
more competition among sellers 
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How to Get Military Oil Contracts 


HOW TO START 


So, if the government wants to buy 
from you, as Fowler and ASPPA in 
sist, and if you want to sell, these are 
the steps needed to bring the two of 
you together: 

1. Write to ASPPA at Washington 
25, D.C., to tell the agency you want 
to become a bidder. 

2. ASPPA will mail you a question 
naire to determine whether you are 
eligible. This is a simple form seek 
ing such information as what storage 
and transportation facilities you have, 
the products you can supply, the 
quantity, and the area or areas you 
can serve 

3, In sending the questionnaire, 
ASPPA also will include a list of the 
products it purchases, by regions, and 
will include such information as the 
method of delivery usually required 

4. If you return the questionnaire 

and qualify—you are put on 
ASPPA’s mailing list. And you will 
get automatically all invitations for 
bids covering the products you had 
listed in the areas where you operate 

5. Finally, you submit your bid 
according to the terms of the bid 
invitation. Your bid will be opened 
and considered along with the others 

large or small 

Bear this in mind: If someone out 
bids you——-whether a major or another 
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small firm—-you lose. There is nothing 
that Fowler, ASPPA or anyone else 
can do about it. You simply don’t get 
the contract. 

However, there is one break for the 
small operator at this point. If his bid 
is the same as that of a large company, 
ASPPA has the authority to accept his 
bid. 

It should be clear that no bonanza 
now awaits the oil jobber. He simply 
is being given a permit to get into the 
competitive scramble where the best 
man wins. The government may be 
interested in small business, but not to 
the extent that it will pay small busi- 
ness a higher price. 


THINGS TO WATCH FOR 


In addition to the rules of procedure 
outlined above, Fowler has these hints 
for the would-be bidder: 

It is unnecessary to write your 
Congressmen or use other “influence” 
to get on the ASPPA mailing list for 
bid invitations. A note to ASPPA will 
get the job done more quickly, for the 
Congressman can do nothing to help 
you but route the request to ASPPA. 

—If you don’t bid the first time or 
two you get an invitation, it’s a good 
idea to let ASPPA know that you are 


still interested and want to be kept on 
the mailing list. ASPPA will not 
drop you without a letter of reminder, 
but has the authority to do so if it 
wishes. 

—If you do bid, be sure to get your 
bid in on time. It doesn’t do any good 
to have the low bid if it arrives at 
ASPPA after the other bids are 
opened. If slow mail is the cause of 
the late arrival, there is a possibility 
that ASPPA might consider the bid 
anyhow, but that is apt to bring on 
complications. It’s simpler to get the 
bids in in plenty of time. They are 
never opened ahead of time under any 
circumstance, so an early bid doesn’t 
tip your hand. 

—Read the terms of the invitation 
carefully, so that you don’t make any 
mistake. For example, if the invita- 
tion says bids by wire are not accept- 
able, don’t telegraph your bid. Only 
the other day a bidder lost a contract 
because he wired in a bid instead of 
mailing it. ASPPA didn’t get the wire 
in time to tell him to submit it by mail. 

If you run into any complications in 
preparing your bid, feel free to write 
ASPPA. You may telephone or call in 
person, but in government circles the 
written letter is always the safest. 


Like 
Bedcovers 
for your 
Engines... 


Fowler also points out that usually 
the best bet for the jobber or small 
refiner is in packaged goods, such as 
oil or lubricants. The contract to 
supply fuel oil to a nearby military 
camp is another opportunity, as is the 
sale of gasoline. In some instances, 
the military’s use of kerosine is large 
enough to make a bid worthwhile. 

There are, of course, many situa- 
tions where the small oil firm has little 
or no chance to compete. High-octane 
avgas, large quantities of products for 
off-shore use and other such purchases 
are usually out of reach. If, however, 
you can qualify on supply and trans- 
portation of these products, yeu cer- 
tainly have a right to bid. 


FOWLER’S BACKGROUND 


Fowler has been at ASPPA since its 
inception, and before that handled oil 
matters in the Petroleum Administra- 
tion for War and other government 
agencies. 

His marketing experience was in 
New York state, where he started as 
a clerk for an oil company in 1925 
and soon became a general salesman. 
He worked as general salesman and 
office manager and trained distributors 
and distributor salesmen. In May, 
1940, he bought a service station at 
Endicott, N. Y., and has owned it 
since. He has never operated it him- 
self, but leases it out. In 1942, he 
moved into Washington and_ into 
government. 

Fowler does not claim to have a 
magic formula to help jobbers get con- 
tracts. He suggests a very sharp pencil 
in figuring bids, because tears shed for 
small business are of no benefit when 
the bids are opened. It’s the price 
that counts. 

In seeking to get more oil jobbers 
on the mailing list, Fowler doesn’t 
wait for a firm to write in. If he hears 
of someone who might qualify, Fowler 
mails him a questionnaire, along with 
a letter suggesting that he consider 


making his firm eligible. 

Fowler is an easy man to find in 
the bureaucratic jungle of Washington, 
and he seldom routes a caller to some- 
one else. He is directly responsible 
to the director of ASPPA, Col. Arnold 
C. Gilliam, so he’s in a position to help 
the oil man if any help is available. 

There have been charges in times 
past that ASPPA pays lip service to 
small business but does its buying from 
the majors. ASPPA denies that this is 
so, and says it does the best it can 
under the laws and rules governing 
government purchasing. 

Fowler suggests that you consider 
giving it a try. e 


KIM HOTSTART pre-heaters circu- 
late hot water through the en- 
gines when they are not in use; 
protect them against bitterest 
winter cold; keep them rarin’ to 
go at the touch of the starter. 
Here are other advantages: 
Saves warm-up time 
Reduces fuel consumption 
Eliminates necessity of 
heated terminals 
Prolongs battery life 
There's a KIM Hotstart to fit every gas or 
diesel engine. Let your automotive supplier 
show you how KIM Hotstart cuts the cost of 
winter damage. Or write for literature. 


KIM HOTSTART MANUFACTURING CO. 


West 917 Broadway, Spokane 1, Washington 
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AUTOMOTIVE SUPPLIES 


HICKORY. N.C. 


z 


November 23, 1954 


Mr. Haines Finnell . 
Eastern Territory Manager i 
Union 0il Company yf Californ 
Union 0il Building seacsies 

Los Angeles 17, Californi 





Dear Haines 


th the figure 
last month, I Ame p wi yes 
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In checking - year Now I can official : 3 Pye 
wa.tin for ali ar id pager: se 
I'd been waiting 101% higher than the first te ee OS oath 
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EVENING a , . + feeling to know tha UL i — oe 
7 ‘ae ay an¢ ore eopie n . ne 
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purpie 94 
for our company 
Very truly y 
ap we 
HICKORY AUT PART IN 
Harvey 


c. W 





‘"...Royal Triton sales 
are 101% higher than...last year”’ 


The success which Mr. Harvey has enjoyed in selling Union 
Oil products in North Carolina is by no means unique. The 


increased demand for Royal Triton Motor Oil, Unoba and 





/o) UNION OIL COMPANY 


OF CALIFORNIA 
Red Line Greases, etc., has necessitated a rapid expansion of 
our Eastern Territory sales organization. Your inquiry con- 


Los Angeles: Union Oil Bldg. * New York: 45 Rockeleller Plaza « Chicago: 
cerning available franchises in your area is invited 


612 Bankers B dg. * New Orleans: 644 National Bank of Commerce Bldg 


Atlanta: 40! Atlanta National Bldg. * Kansas City, Mo 


921 Rialto Bl 4g 
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How Natural Gas Fight Effects Jobbers 


A long, bitter fight is shaping 
up in the 84th Congress, which 
convened this week, over whether 
there should be federal regula- 
tion of independent natural gas 
producers who sell gas destined 
for interstate commerce. 

Oil jobbers have a prime concern 
because natural gas prices and market 
expansion will be affected by what 
this Congress does, 

If it frees the independent producers 
from federal control, natural gas prices 
at the source probably will rise for a 


time, and this added cost would be 
passed on to the consumer. However, 
higher prices also would stimulate 
more gas exploration and development, 
so that in the long run the greater 
supply would mean lower gas prices 
and more gas inroads into fuel oil 
territory, 

If the move to free the gas producer 
fails, natural gas prices probably would 
rise more slowly because of govern- 
ment control. But, with the incentive 
there likely would be less effort 
to develop new gas supplies or new gas 
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markets. 

The shorter supply also would 
tend to push gas prices up in the 
long run. 

Therefore, from a price standpoint, 
the oil jobber would probably benefit 
most through the years by federal 
control of his principal competitor— 
natural gas. 

On Side of Gas—But the National 
Oil Jobbers Council and many state 
jobber groups favor legislation exempt- 
ing natural gas producers from the 
controls of the Natural Gas Act. 

Why? Otis Ellis, general counsel 
for NOJC, gives this reason: “It’s a 
matter of principle. We don’t want 
the government meddling with private 
enterprise.” 

He pointed out that oil jobbers don’t 
want government control of oil 
marketing, and that they don’t want 
government control of oil imports. 

“Therefore, to be consistent, we 
must Oppose government control of 
natural gas producers even though 
such control might mean more money 
for us,” he said. 

How It Happened—tThe fight over 
the gas producer issue, now in a show- 
down stage, is not a new one. It 
developed in this fashion: 

The Natural Gas Act specifically 
exempts independent natural gas pro- 
ducers from Federal Power Com- 
mission control. However, it does not 
say whether sales by these producers 
were or were not exempt. 

One group, headed principally by , 
consumer-interest organization, con- 
tended that FPC control of interstate 
pipe lines would be virtually nullified 
if the commission had no control over 
the prices the pipe lines had to pay 
for their gas supply. They said Con- 
gress clearly intended that sales to 
interstate pipe lines should be under 
FPC control. 

A test case was brought against 
Phillips Petroleum Co., an independent 
natural gas producer. The FPC ruled 
that it did not have jurisdiction over 
such sales. 

Meanwhile, another group was fight- 
in, to get legislation to spell out 
clearly that when Congress exempted 
independent producers from the 
Natural Gas Act it exempted their 
sales as well as their actual production. 

A bill was introduced by Senator 
Robert S. Kerr (D., Okla.) to achieve 
this, and Congress passed the measure 
after a torrid battle. But this occurred 
during the Truman administration and 
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President Truman promptly vetoed it. 

The FPC, after the Supreme Court 
ruling that it does have jurisdiction 
over producer sales to interstate pipe 
lines, promptly issued the now-famous 
Order 174-A. 

Under this order, independent nat- 
ural gas producers are brought under 
the provisions of the Natural Gas Act. 


A Long Fight — The battle over 
extent of FPC control and the best 
methods for putting such control into 
effect is still being waged. FPC itself 
has appeared uncertain over many 
points, and many problems still aren’t 
threshed out—and may not be for 
years to come. 

FPC contends that it has no alter- 
native; that it must control producer 
sales until Congress changes the rules. 
This set the stage for the current effort 
to get a new Kerr-type bill through this 
Congress, which would end the argu- 
ment by exempting such sales. 

Present indications are that the 
legislation will be passed and that 
President Eisenhower will sign it into 
law. But this is by no means certain. 

There is the possibility that should 
legislation restricting oil imports be 
passed, the National Oil Jobbers 
Council might swing its support against 
a bill to exempt natural gas producers. 
This might be enough to beat the 
natural gas producers. 

Why would NOJC do this? It feels 
that if the jobbers’ source of supply— 
even an indirect source—is restricted 
by government action against imports, 
jobbers would be justified in with- 
drawing their support of the gas 
producers, 

It appears at this time that Congress 
will not pass oil imports restrictions, 
even though a vigorous effort will be 
made to get it to do so. If the move 
to get imports restrictions fails, the 
chances of legislation exempting 
natural gas producers from FPC con- 
trol will be improved. 


In the Long Run—Whatever hap- 
pens, the impact on oil marketers will 
not be immediate. 

Actually, small increases or de-| 
creases in the consumer price of nat-| 
ural gas will not cause any major 
switch to or from fuel oil. 

The really important factor is the 
expansion of natural gas markets. If 
conditions become favorable for} 
greater expansion, the oil marketers 
who are not now faced with natural 
gas competition will face such compe- 
tition in the years ahead. 

Natural gas pipe lines will probe 
into virtually all corners of the nation, 
and the fuel oil marketer will have 
to fight for survival. a 








EXTRA PROFITS ~ 


EXTRA SERVICE 


EXTRA PERFORMANCE © 


Jadependent oil marketers and compounders 
buying Canfield Solvent Refined Bright Stocks, 
Neutrals and finished products receive many extra 
benefits. 


Extras in uniformity... extras in superior quality 
to assure Customer satisfaction in all types of 
service ... @Xt/d$ in increased sales and profits . . 
extrds in the satisfaction of knowing that the oil they 
sell is the quality leader in their marketing areas. 


They get extras too in service and shipments, as 
all Canfield products are available in compartment 
tank car, transports, drums and Refiner Sealed cans. 


You, too, can benefit from these extras, as there is 
a Canfield program tailored to fit your particular 
marketing requirements. 


It will pay you well to investigate. Find out for 
yourself how Canfield can provide you with the 
extras you need to improve your sales position. 


Write, wire or phone for the complete quality and 
profit story today. 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


PLANTS Coraopolis, Pa ‘ Cleveland, Ohio, Jersey City, N. J., Me mpns, Tenn 
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Senate Seeks Price War Data 


The Senate’s Small Business 
Committee has asked a dozen 
major oil marketers for informa- 
tion on their retailer relation- 
ships in New Jersey in an effort 
to get at the cause of recurring 
price wars in that state and to 
try to supply a remedy. 

In announcing the committee’s plan, 
Chairman Edward J. Thye (R., Minn.) 
said: “It is believed that once the eco- 
nomic ilis of a price war are recog- 
nized and understood, all interested 
parties will strive in a spirit of good 
faith to devise a sound and equitable 
solution to the independent operator’s 
gravest peril, the gasoline price war.” 

The committee’s questionnaires— 
sent to American Oil, Atlantic Refin- 
ing, California Oil Co., Cities Service, 
Esso Standard, Gulf Oil, Shell Oil, 
Sinclair Refining, Socony-Vacuum, 
Sun Oil, The Texas Co., and Tide 
Water Associated—seek detailed in- 
formation of all aspects of supplier- 
retailer transactions. 

Here are some of the questions: 

“Does your company have a supply 


GIVE YOUR CUSTOMERS 


contract in effect with every retail out- 
let that it serves regularly with gaso- 
line or other petroleum products? If 
it does not, give the number of outlets 
so excepted. Also, provide specimen 
copies of the different supply contract 
forms used for retail outlets. 

“Give the number of service sta- 
tions served by your company that 
also handle the branded gasoline of a 
competitive oil company. 

“Give the number of service sta- 
tions selling your gasoline under 
private-brand names. 

“Give the number of gasoline serv- 
ice stations and other establishments 
retailing petroleum products that have 
received from your company this year 
each of the following benefits: 

“A voluntary discount from posted 
prices of gasoline. 

“A rebate of part of the purchase 
price of gasoline. 

“A pecuniary allowance that may 
be applied towards the purchase of 
petroleum products. 

“A sign rental. 


“Other compensation paid rental 


outlets for promotion of your com- 
pany’s brand name. 

“Describe the purpose for which 
each category of benefits was paid.” 

As marketers comply with the re- 
quest and return the questionnaires, 
the information wil be given detailed 
study by committee members. Deci- 
sion on whether to hold additional 
hearings or make further investiga- 
tions has not been made pending com- 
pletion of the study. 


‘Selling Cost’ Bill Dies 


A bill to guarantee New Jersey gaso- 
line retailers a margin equal to their 
“selling costs” is dead. Although the 
bill passed the Senate by an 18-0 vote, 
it died in the Assembly when that 
body passed a last-minute resolution 
to kill all pending legislation upon ad- 
journment. 

The bill, as introduced by Sen. 
Bruce Wallace (R., Camden Co.), 
amended the state’s present “below- 
cost” sales law, which was unenforce- 
able because it failed to define selling 
costs. Wallace’s amendment defined 
selling costs, put those costs at 6.7¢ 
per gal., and permitted such costs to 
be posted. 





Complete Warehouse Stocks 
of HI-V-4 oll available: Enid, 
Oklahoma City, Okla; Su- 
perior, Omaha, Grand ts 
land, Lincoln, Nebr.; Hutch- 
inson, Kens, Mason City, 
Rock Rapids, Ceder Rapids, 
lowa; Fulton, Mo; Amarillo, 
Texas; Denver, Colorado. 


A new oil 
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robbing ping and knock 
sticking valve lifters 


T1WR 


For easy cold weather starting they will see the difference right now on battery drain. New 
Champlin Motor Oil flows instantly at 30 to 40 below zero 
finest summer grade oil you can buy 


built for new high-compression 


high-powered engines 
keeps engines free from sludge and varnish deposits 


at engine 
temperatures of 


300 F 


yet combats heat like the 


stops power 
prevents 


For year ‘round performance it's the finest motor oil you can put in your customer's cer 


Get ALL-SEASON PROTECTION with 5W-20 and 10W-30 


A PRODUCT OF CHAMPLIN REFINING COMPANY @ GENERAL OFFICES, 


ENID, OKLAHOMA 
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STAINLESS STEEL 
TRANSPORT TANKS 
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FULL CAPACITY LOADS 
EACH TRIP 

Heil Tanks use fewer pieces and less welding 
to substantially reduce weight and increase 
payload capacity. For example, one Heil 
model uses 58 fewer pieces and 200 less 
feet of welding than previous models to 
reduce weight by a ‘y-ton .. . and hauls 
250 gallons more per trip! 


COSTS LESS TO OPERATE 
AND MAINTAIN 
Easy cleaning is only one of the low main- 
tenance features. One-piece, integrally 
welded, boitiess design materially increases 
beam strength and over-all durability to keep 
Heil Tanks on the job and out of the shop. 


GREATER STRUCTURAL 
STRENGTH 

Heil Triple-Dished Heads are the strongest 
ever developed for resistance to liquid surge 
and efficient transfer of shear loads from 
tank shell to fifth wheel and running gear. 
Every feature is designed for safety, road 
stability and long life 


DESIGNED FOR YOUR NEEDS 
Heil can give you the exact tank for your 
needs, whether you are hauling cleaning 
fluid, petroleum products, chemicals or other 
liquid products. Heil makes them all, from 
truck-mounted to “trailerized’’ tanks, in types 
and sizes for practically every requirement. 


DEPT. 3715, 3037 W. MONTANA ST. ¢ MILWAUKEE 1, WISCONSIN 


Factories: Milwaukee, Wis.—Hillside, N. J. Heil Sales Offices: New York, Union, WN. J., 
Atlanta, Cleveland, Milwaukee, Chicago, Kansas City, Denver, Dallas, Los Angeles, Seattle 





THE COST OF A 
GOOD METER IS 
PEANUTS... 


COMPARED WITH THE MONEY !T SAVES 





One of your tank truck meters may be making 2800 fuel oil sales and handling 
$75,000 of your money every year! Your bulk plant meters are capable of 
delivering their own value in gasoline in less than half an hour! If a meter's 
accuracy slips only a fraction between tests, you can't afford the losses you'll 
have. Neither can you afford to test the meter all the time. 

Maintenance costs are important, too, for every dollar spent on repairs 
means you lose the profits on many gallons sold. Sustained meter accuracy 
and low maintenance quickly outweigh all other considerations such as dif- 
ferences in initial price and pumping costs. Insist on the finest meters you can 
buy... Red Seals. . . for all your trucks and loading racks. 


Want proof of sustained ‘| drove a tank truck with a Red Seal meter for six 
years, put 13,000,000 gallons through the meter, with- 


accuracy? Read what these 
ovt a single repair bill,"’ states a man in Texas. 


Red Seal users say: 
Another Red Seal user in New Jersey asked Neptune 
to modernize six 3” meters that had delivered more 
than 50,000,000 gallons apiece. Each measuring cham- 
ber needed only two inexpensive replacement parts. 


"We feel these meters paid for themselves within the 
first six months," says a Minnesota oil company which 
has Red Seal Print-O-Meters in four bulk plonts 




















ofecunacy Gu Can Dank On. 


NEPTUNE METER COMPANY 


19 WEST SOth STREET + NEW YORK 20, WN. Y. Branch Offices: 
ATLANTA + BOSTON + CHICAGO + DALLAS + DENVER 
NO. KANGAS CITY, MO. + LOS ANGELES + LOUISVULE 
PORTLAND, ORE. + SAN FRANCISCO 
IN CANADA: mEPTUNE METERS LTD., 
1430 LAKESHORE RD., TORONTO 14, ONT. 








Briefs 


Rulings On questions from taxpayers 
as a result of the revised income tax 
code are being issued “under certain 
circumstances” by the Internal Reve- 
nue Service, according to Commis- 
sioner T. Coleman Andrews. 

The special circumstances are (1) 
where the inquiry asks a question that 
the IRS believes is clearly answered 
by the terms of the tax statute and (2) 
where the taxpayer establishes that a 
ruling is needed before the promulga- 
tion of regulations by reason of busi 
ness emergency or “unusual hardship.” 

[ae 

About 4,000 creditors of National 
Credit Card, Inc.—mostly small serv- 
ice stations—stand to receive “a small 
dividend more likely in pennies than 
dollars” after all assets have been 
liquidated, according to Estes Snede- 
cor, referee in bankruptcy for the 
concern. The referee said collections 
from half of the 40,000 individual ac- 
counts are in the hands of collection 
agencies, adding that he doubted that 
the total recovery from these accounts 
would be $75,000. 

a= 

An improved type of automatic 
transmission fluid is now being sold 
throughout the Cities Service market- 








Coming: NPN Yearbook 


Want to know how your sta- 
tions compare with others in 
motor oil and TBA sales? 

Like to know what gasoline 
octane ratings probably will be 
next year? In 1958? 

Interested in the farm poten- 
tial for oil sales? 

Want to know where you can 
send your oil burner service 
men for more training? 

You'll get the answers to 
these and hundreds of | other 
questions in a special yearbook 
NATIONAL PETROLEUM NEWS 
will publish in May. It’s NPN’s 
Statistical and Reference Year- 
book of Oil and TBA Market- 
ing. 

Sent free to subscribers as an 
extra issue, the publication will 
have under one cover a wide 
range of marketing facts and 
figures that are not reported 
elsewhere or are available only 
from dozens of different sources. 

It’s intended for your desk 
top—as a year-round reference 
to information that will help 
you do a better job of market- 


ing 
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ing area and is being made available 
to independent jobbers who do not 
have approved A.1.F. fluids of thei 
own. The new product, Trojan Hydra- 
fluid A.T.F. Type A, is the result of 
five years’ work, say officials of Cities 
Service Research & Development Co 
= 

Standard Oil Co. (Ind.) is marketing 
a new White Crown premium gasoline 
that protects gasoline lines against 
cold-weather freezing. The new addi- 
tive, according to Dwight F. Benton, 











It’s those ertra TBA Sales that add 
earning power to your station! 
Benjamin ‘“Teelon’’ horizontal flu- 
orescent island lighting units enable 
you to get your share of those extra 
profits because they throw the 
right kind of light on your selling 
zone...soft, glare-free, shadow- 
less FLUORESCENT light that invites 
inspection of your TBA items and 
stimulates buying. What's more, 
you can have this ultra-modern 
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vice president in charge of sales, keeps 
ice from forming in the average car's 
fuel system down to 20 deg. below 
zero. “This complements another ad- 
ditive in White Crown gasoline that 
prevents stalling caused by carburetor 
icing in cool weather,” Benton said 
“Together, the two additives give our 
premium gasoline the surest protec 
tion against motor troubles caused by 
icing of any kind, from 58 degrees 
above zero on down to 20 below or 
even colder, if its regularly used.” @ 






N Teelon 


EXTRA PROFIT LIGHT without going 
through the usual expensive altera- 
tions. ‘“Teelon’s” unique sliding 
construction easily adapts to your 
present pole spacing . . . needs only 
one pole for 8 feet of continuous 
fluorescent light! Get full details 
on all the new features of *“Teelon”’ 

.. the right light to pep up TBA 
Sales! Write: Benjamin Electric 
Manufacturing Company, Dept. 
T, Des Plaines, I 




























Capital for improving old stations came with bond financing plan that. . . 


How a Jobber Finds the Dollars to Keep 


The Nebraska-lowa Co. of Blair, Neb., one of the Midwest's 
largest smalltown jobbers, is completing a $200,000 expansion and 
modernization program that was financed largely through private 
loans backed by bonds registered in the company’s headquarters. 


When a highway station at 
Woodbine, Iowa, is rehabilitated 
next spring, Nebraska-Iowa will 
bring to a close a long-range 
ey ove that involved: 

- Constructing one new service 
station; rehabilitating 11 others: 
$133,000 spent. 

2. Renovating and 
new equipment in 
eo $60,000 spent. 
3. Modernizing 14 tank trucks: 
$20,000 spent. 


The Station Problem 


“In 1947 we were at the cross- 
roads,” says Clarence Hoppel, presi- 
dent, “Our facilities and equipment 
were in bad shape. It was a question 
of whether to draw ourselves in to 
concentrate on farm business, or spend 
a lot of money to rehabilitate our bulk 
plants, service stations and equipment. 

“If we didn't remodel our stations, 
we would lose our transit business. 
And our major company competitors 
were building fancy new stations all 
over our territory. 

“We decided we'd have to spend the 
money and modernize. A jobber needs 


installing 
17. bulk 


66 


balanced gasoline sales; it costs too 
much to operate only in the country. 
You need a good service station vol- 
ume to offset the lower profits of rural 
distribution.” 


The Solution—Bonds 


Because $80,000 from profits and 
working capital were plowed back in 
earlier bulk plant and truck modern- 
ization programs, the company found 
itself pressed for funds. Hoppel and 
Art Johnson, executive vice president, 
discovered that banks and insurance 


companies would loan only 50% or | 


60%—sometimes only 30%—of the 
cost of the station modernization and 
construction. 

They needed more. The two execu- 
tives hit upon the idea of private 
financing, backed by company bonds. 

Good Record—Their company was 


old, well-established and always had | 


shown a good profit. It had a solid 


reputation in its eight-county market- 


ing area, 

Why couldn't money be raised from 
local people who wanted to make a 
sound investment? 


First, they approached employes, 
suggesting the company as a good 
place to invest any idle funds they 
might have. This was in November, 
1948; the first. loan amounted to 
$5,000. 

Then word began to spread that one 
could invest his money at a good rate 
of interest (3 to 5%) for short-term 
periods (1 to 5 years). Retired farmers 
and businessmen—who had idle cash 
—called on Hoppel and Johnson. 
Other citizens who might invest were 
solicited. 

They Did It—As a result, the com- 
pany raised $84,500 by private bor- 
rowing to help finance the service sta- 
tion program. 

The Nebraska-lowa bonds are in 
denominations of $50, $100 and $500, 
and are for periods of five years at 
5% interest, three years at 4% and 
one year at 3%. 

They represent a first mortgage on 
the company’s assets. They pledge the 
company’s “full faith, credit and assets 
to the prompt payment of the principal 
amount . . . and the interest thereon 
when due.” 

The bonds were bought by about 35 
individual investors, the largest single 
purchase being $10,000. 

Nebraska-lowa staggered its bor- 
rowing so no great amount would fall 
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the company raise $84,500 for remodeling and building new outlets 


His Business 


due on any specific date. The largest 
amount due at any one time was 
$9,400; the company never had any 
difficulty making the payments, 

No Further Borrowing—With the 
station expansion program nearing 
completion, the company does not 
anticipate any additional borrowing 
from private sources. The last loan— 
for $500—was made in September. 
When the present outstanding bonds 
are amortized, the modernization pro- 
gram will have been paid for. 


Result—Station Growth 


One new four-bay station at Wins- 
low, Neb., was built—at a cost of 
about $22,000, including land—with 
money raised by the bond financing 
plan. Three other new stations—at 
Mondamin and Woodbine, both in 
Iowa, and at Hooper, Neb.—were 
erected with money obtained from 
other sources. 

Highway stations rehabilitated—at 
an average of $10,000 each—were at 
Uehling, Arlington, Blair, Tekamah 
and Mead, all in Nebraska, at Logan, 
Persia, Neola, Denison, and Dow City, 
all in Iowa. 

Today, Nebraska-lowa supplies 46 
stations, including 14 it owns and 32 
it leases. 


Growing 


Plant-Truck Expansion 


Before the bond-financing plan be- 
gan, the company spent $60,000 on 17 
of its 21 bulk plants and $20,000 on 
its rolling stock. 

Tanks with a total storage of | mil- 
lion gal. were rebuilt or replaced. Ac- 
tually 15 tanks were replaced. Many 
old tanks—set on stilts to facilitate 
gravity-flow filling of tank trucks 
were reset on the ground and new 
pump houses and pumping equipment 
were installed. 

On its rolling stock, Nebraska-lowa 
reconditioned tanks—or installed new 
ones—on 14 tank trucks, also equip- 
ping the trucks with new pumps and 
meters. 

Gallonage —- Nebraska-lowa’s 1954 
gallonage of approximately 11,000,- 
000 gal. was divided: 

—4,100,000 to service station sales. 

—3,851,000 to farm accounts 

—1,342,000 distillates. 

—1,249,000 to commercial con- 
sumers. 

Total sales amounted to about $2,- 
500,000, with gross profit estimated at 
about 14%. 

Gallonage in 1946—the year before 
Hoppel and Anderson assumed con- 
trol—was 6,250,000, with sales total- 
ing $1,245,000. 
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BOND PLAN “fathers” are Clarence 
Hoppel, left, and A. W. Johnson 


Nebraska-lowa Oil Co., So 
cony-Vacuum distributor in east- 
central Nebraska and west-cen- 
tral lowa, was founded in 1927 
by LeRoy L. Snyder, F. W. 
Arndt and Clark O. Hanlon. 

Snyder and Hanlon sold out 
in 1947 to Clarence Hoppel, 
now president and treasurer, 
and A. W. (Art) Johnson, execu- 
tive vice president. Arndt, re- 
maining in the company, is now 
board chairman. 

Company headquarters are in 
Blair, 25 miles north of Omaha. 
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CIO goes all out lor one big off union 
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Cen coal stop the clock? 
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business weekly 


Oil is a fabulous business—colossal, and still growing. 
Its gain in volume ‘of output in the next twoldecades 


will outstrip even the amazing growth of the last quar- 
ter century. Its technology progresses so fast that gal- 
loping obsolescence is a state of normalcy. Oil has 
molded the American way of life, created empires, 


determined the course of at least one World War. 


Oil men learn fast, think fast, act fast. Theirs is a 
world whose tempo quickens daily. Within their own 
realm, these men—the men who really matter through- 
out the oil business—need a communications service 
totally different from that now provided either by pe- 


troleum publications or by the general business press 
They need a cross-communication service that briefs 
the reader on everything important that happens to 
or in the oil industry 
not just his specialty alone. This need goes far beyond 


every segment of the industry 


spot news reporting,’ beyond analysis of trends, beyond 
coverage of technology, yet it includes all of these 

This information must be presented so a reader can 
hit all the high spots in a matter of minutes— then 
focus his attention and find all significant details too 
Impossible? We don’t think so. The story on the next 


two pages tells why 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, N. Y. 
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A McGRAW-HILL 
PUBLICATION 





...@ totally new publication, a 
totally new concept of writing for 


busy readers, enters the business 


press. 


Petroleum Week's assignment is to meet = 
two big needs shown in our research... 


. 1—For a truly industry-wide and 
industry-deep publication covering sig- 
nificant developments in all segments 
of the oil industry — with the facts tech- 
nically correct but interpreted into plain 
English for broad usage throughout the 
industry. 


. . » 2—For a publication that can be read 

efficiently, at high speed, by busy men 
PETROLEUM in an industry deluged by a mass of 
WEEK communications. 








YOUR 1955 BUDGET WILL MAKE YOUR AD. 
VERTISING DOLLAR WORK HARDER IF [1 
INCLUDES AN APPROPRIATION FOR PE- 
TROLEUM WEEK. Pilot issues are being 
printed now .. . regular publication will start 
in July. Be sure to capitalize on the intense 
interest this new magazine will arous 

throughout the oil industry! 
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< PtHow we plan to serve Need 


No.1—for a truly all-industry 
publication : 


There are many oil publications serv- 
ing specialized branches. We publish 
some of them ourselves, They have im- 
portant roles to play. But the industry 
tells us that no one is providing vital 
information about all branches—pro- 
duction, refining, transportation, mar- 
keting—that is written in terms that 
are clear to oil men who are not spe- 
cialists in the branches the information 
comes from. 


Oil is an industry of intense specialties. 
It is segmented and technical. But it is 
an interdependent, integrated indus- 
try—even outside the “integrated 
companies.” Basic developments in 
one segment are of great importance 


in other segments. 


Because of its specialization, the oil 
industry presents great difficulties in 
cross-communication among the spe- 
cialists—and between the specialists 
and the general management. Yet in 
this fast-moving industry such cross- 
communication is vital, 

This is a challenge that we will meet 
as we work with the oil industry to de- 
sign Petroleum Week. We will report 
and interpret important information from 
any specialized branch—no matter how tech- 
mcal—so it can be read with understanding 
by (1) spectalists in all branches, (2) gen- 
eral management men, and (3) men who are 
mouing ahead, wherever they may now be in 
their companies. 


< How we meet Need No. 2 


—for an efficient-to-read 
publication : 


A revolution is going on in communi- 
cations. It has been provoked by the 
growing complexity of our life—by the 
need for more and speedier informa- 
tion—and by the vast growth of com- 
munication facilities. 

An important phase of this revolution 
is in reading. Our children are being 
taught to read differently—to read si- 
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lently for comprehension with speed, 
not just orally with good enunciation 
and expression as we were. Thousands 
of businessmen are taking courses in- 
side and outside their companies—and 
reading some of the many new books 
on the market—to learn how to keep 
up with the printed and typewritten 
material that they should read. 


One of the keys to more efficient 
reading is a technique that might be 
called variable-speed reading. You 
do not pore over every word and every 
line at the same rate. You find ways to 
recognize the “high spots’”’—and you 
discover that they stick in your mind 
much better than if you had not sought 
them out as “high spots,” but had 
merely read them along with the sur- 
rounding mass of details or supporting 
facts. 


To put it another way, you scan your 
reading material rapidly to discover 
the main poirits, the big ideas. You 
“shift gears’’ to read the details closely 
only when they are particularly im- 
portant to you as an enlargement on 
the main point. Tests show that those 
who develop the ability to read this 
way gain more than speed; they also 


improve their skill in catching and re- 
membering the main points of what 
they read, and the useful details as well 


Now, we are learning that as publishers 
we can help our readers acquire and 
apply this skill. Petroleum Week is the 
first publication we know of that is being 
designed from the start around the require- 
ments of the new art of variable-speed, more 
efficient reading. By the use of bold-face 
and other “display” type for all the 
high spots or main ideas—and only for 
them—we are building “signals” into 
our articles to call attention to the key 
facts. The reader then can quickly find 
the high spots. It may be that he is 
looking for nothing else; if so, he can 
find them with no waste time—and he 
can be sure he has seen them all. In 
many cases he'll want details; in such 
cases he is guided to the detail by the 
main-point “signals.” 


In effect, we are developing a way to 
write and print Petroleum Week for 
variable-speed readership—so that you 
can read it with maximum efficiency 
without waste time. We invite you to 
ask our representative to show you ex- 
amples of this type of writing. We think 
you'll see quickly what we mean 





vital communication problem 


FAST YET EFFICIENT COMMUNICATIONS 
THROUGH VARIABLE-SPEED READING 


“Cut the copy!” What advertising man hasn't been badgered by 
this command? “Keep it short and punchy 
facts!” The Petroleum Week technique provides an answer to this 


Variable-speed reading makes it possible to get a broad picture 
fast... then come back, so to speak, and fill in the details 


Writing for variable-speed reading is a technique all its own. (| ry 
it some time.) You have to do more than just be clear, complete, 
concise. You flag all the high spots—and only the high spots 
them in the sequence easiest to follow, which means knowing your 


subject and your reader pretty thoroughly. 


yet pack in all the 


and present 





An example of what we're talking about is this very spread. We'd 
like to know what you think of it. Even better, see how variable-speed 
reading works page after page in Petroleum Week. You can get a 
pilot issue from the McGraw-Hill office nearest you 
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Eaton 2-speed Axles have 





to share the 
load 


% Gear-tooth loads are distributed over 
several rugged gear teeth. 


% The husky planetary pinions turn only in 





the low speed range; in high speed they Ask your truck dealer 
are locked out. for complete information. 
3% Stress and wear are reduced toa minimum. More than Two Million 


Eaton Axles in Trucks Today! 


™% Gear speeds are slower. 


™% Quiet operation and easy clash-free shift- 
ing are assured at all truck speeds. 


% Long life and trouble-free operation are 
proven through actual performance 
records. 


% Simple common-sense design assures 
easy, low-cost maintenance. 


AXLE DIVISION 
EAT Com MANUFACTURING COMPANY 


CLEVELAND, OHIO 











om wy PRODUCTS: Sodium Cooled, Poppet, and Free Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet 
Engine Parts * Rotor Pumps * Motor Truck Axles * Permanent Mold Gray Iron Castings * Heater Defroster Units * Snap Rings 
Springtites * Spring Washers * Cold Drawn Steel * Stampings * Leaf and Coil Springs *Dynamatic Drives, Brakes, Dynamometers 
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White to Run NOJC as ‘Major Company 


An organization that functions with the smooth efficiency of a 
well-managed business concern—that is what John H. White envisions 
for the National Oil Jobbers Council as he takes over as chairman. 

The South Carolinian, who succceds Roy J. Thompson of Hlinois, 


hopes to expand NOJC’s service 
to the nation’s oil jobbers and 
its influence in the industry by 
placing greater responsibility on 
the various committees and their 
chairmen. 

White says he wants, and will insist 
upon, an organization that is instantly 
aware of and responsive to all day-to- 
day developments affecting oil mar- 
keters. 

Under his plan, the committees will 
be functioning every day of the year— 
not just during NOJC’s semi-annual 
meetings. If they don’t, new commit- 
tees will be named. 

“We should regard the council as 
we would an efficient business com- 
pany,” White says. “First, there are the 
stockholders. They are represented by 
all the jobbers who are members of 
NOJC through their membership in 
the various state jobber associations. 

“Next is the board of directors, rep- 
resented by our executive committee. 
This is the policy-making group. It 
receives reports from the stockholders 
and decides what immediate action 
should be taken. 

“Last are the officers, who carry out 
the policies established by the board. 
These include myself, Clint Elliott as 
vice chairman, and Otis Ellis, our 
Washington counsel.” 

They Carry the Ball—But the real 
work, White believes, must be done 
by the chairman of the various com- 
mittees and subcommittees, who will 
function as do the department heads 
of an oil company. Unless they keep 
on the job constantly, and channel in- 
formation regularly to the officers, the 
plan will break down. 

If the committees operate as they 
should, White says, NOJC’s officers 
will be relieved of much of the detail 
work that has burdened them in the 
past. They then will be able to con- 
centrate on working with the execu- 
tive committee in carrying out the 
broad and important policies of NOJC. 

White says he is urging committee 
chairmen to send in regular progress 
reports, particularly when something 
new develops that requires NOJC ac- 
tion. This is more important now than 
ever because the council, under a new 
policy, is meeting only twice a year 
instead of three times. 

“These reports,” White explains, 
“will keep the officers and directors 


January, 1955 + NATIONAL PETROLEUM NEWS 


aware of what is going on in all parts 
of the country. It will enable us to 
keep our fingers on the pulse of the 
industry. 

Instant Reaction—*‘‘Then, if a prob- 
lem suddenly arises, we can jump right 
on it, whether it involves something 
within the industry, or something to do 
with state or federal legislation. The 
oil industry is a fast moving, day-to- 
day affair, and we must be able to 
know immediately when something 
new develops. 

“If this plan works out, the chair- 
man of the particular committee in- 
volved will let me know as soon as a 
new problem arises. If it’s important 
enough, I can get in touch by tele- 
phone with the members of the execu- 
tive committee, or call an emergency 
meeting. If it’s something that requires 
action by Otis Ellis, we'll be able to 
get immediate authority for him to 
jump on the matter.” 

In addition, White says, the execu- 
tive committee will hold regular in 
terim meetings, many of them in 
Washington where the members can 
confer with Ellis and the council’s new 
executive secretary, yet to be named. 

The main responsibility for making 
White’s program a success will rest 
upon the chairmen and vice chairmen 
of the three general committees, un- 
der whom the subcommittees function 

Committees—The three main com- 
mittees and their officers are 

Legislation and Taxes — Gilbert 
Campbell of Virginia, chairman; Hugh 
Dryer of Texas, vice chairman. 

Marketing—Francis Schuster of In- 
diana, chairman; Fred Stokes of Ken- 
tucky, vice chairman. 

Industry and Public Relations— 
Leslie R. Neal of Texas, chairman; 
B. Bruce Cook of Arkansas, vice chair- 
man. 

Legislation, Taxes—Subcommittees 
under the Committee on Legislation 
and Taxes are: 

Imports—Dave DeTar of Pennsyl- 
vania, chairman; W. G. Willard of 
South Carolina, vice chairman. 

Legislation—Larry Setzer of Penn- 
sylvania, chairman; R. G. Johnson of 
Arkansas, vice chairman. 

Highways and Toll Roads—Harry 
Hilts of New York, chairman; E. J 

Townsend of New York, vice chair- 
man. 








JOHN H. WHITE 


New goals for NOJC 


Fair Trade Practices—John Harper 
of New York, chairman; Dudley 
Givens of Kentucky, vice chairman 

Taxes—Fred Evans of Nebraska, 
chairman; C. C, Abercrombie of Kan- 
sas, vice chairman. 

Marketing Subcommittees under 
the Marketing Committee are: 

Jobber Contracts—C, G. Skartvedt 
of South Dakota, chairman; M. G 
Schermerhorn of 
man. 

rBA—E. J. Connable of Tennessee, 
chairman; W. B. Hood of Georgia, 
vice chairman. 

Uniform Accounting—Myles Hall 
of Minnesota, chairman; Clyde O 
Lyddon of Illinois, vice chairman. 

Phantom Freight—R. B. Ritter of 
lowa, chairman; Fred A. Bogaert of 
lowa, vice chairman. 

Economic Concentration—Miles M 
Mills of lowa, chairman; Sam Wilkes 
of Connecticut, vice chairman. 

Industry, Public Relations Sub- 
committees under the Committee on 
Industry and Public Relations are 

Education—M. J. Knight of Wyo- 
ming, chairman; Wylie Stalter of 
Georgia, vice chairman. 

Fuels Policy—-Tom Gemlo of Min- 
nesota, chairman; Tom Strong of 


Illinois, vice chair 


Alabama, vice chairman 
Ou Industry Information Commit- 
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tee—John I. Kaiser of Wisconsin, 
chairman; Harry Milton of Missouri, 
vice chairman. 

Liaison with National Congress of 
Petroleum Retailers—Tom Jones of 
Alabama, chairman; Claude M. Coca- 
nougher of Michigan, vice chairman. 

NOJC’s Housekeeping Committee 
continues to be headed by Tom Brown 
of New York, with G. E. Phillips of 
Pennsylvania as vice chairman. 

Clint Elliott of Arkansas, NOJC’s 
vice chairman, continues as chairman 
of the Finance Committee. 

Complete membership of the vari- 
ous subcommittees, White explains, 
will be filled on recommendation of 
the various state associations. Com- 
mittee members who failed to attend 
the last two regular sessions of NOJC 
will be dropped. 

Although each of the committees 
will be expected to submit regular 
progress reports, formal reports will 
not be drafted until regular sessions 
of the council. The reason for this, 
White says, is that many jobbers want 
to participate in the drafting of com- 
mittee reports and NOJC doesn’t want 
to deprive them of this opportunity. 

“My goal,” White says, “is to make 
the influence of NOJC felt in the 
places that count to a greater degree 
than ever before.” 

“Month” for Consignees -— Leaders 
of NOJC smiled with satisfaction over 
one of the reports approved by the 
API Division of Marketing in Chicago. 

Reason: 

It recommended _ that 


supplying 
companies consider sponsoring a 
“Commission Wholesaler Month” 


modeled after “Consult Your Supplier 
Month,” which was originated by 
NOJC in February, 1953, as a means 
of improving jobber-supplier rela- 
tions, A second jobber observance was 
held in May, 1954, 

And the significant point, to jobbers 
anyway, was the suggestion that the 
affair be sponsored by the suppliers— 
not the commission agents. 

The report was submitted by the 
newly formed Commission Wholesale 
Marketers Advisory Committee. 

The original suggestion that com- 
mission agents should have a “month” 
came from a major company man— 
James Doss of The Texas Co., Chi- 
cago, who told the committee: 

“I've never seen a problem that 
couldn't be solved by intelligent people 
sitting across the conference table. The 
jobbers accomplished a lot by their 
program. It did a lot of good for us 
(the suppliers) and it did a lot of good 
for the jobbers.” 

The report, as approved by the mar- 
keting division, recommended that: 
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“All petroleum marketing compa- 
nies should be encouraged, regardless 
of how good a job they may think they 
are now doing, to open channels of 
communication, both ways, between 
top management and their commission 
representatives. 

“Petroleum marketing companies 
should consider designating one month 
of each year as ‘Commission Whole- 
saler Month.’ During that month, 
members of top management would 
hold open forum meetings with their 
commission people or visit with them 
at their places of business. 

“Commission representatives want 
to know more about the companies 
with which they are associated, their 
long and short-range plans, and their 
problems, and want to feel free to 
make their problems known directly 
to members of top management.” 

The fact that an API committee rec- 
ommended a program of consultations 
for suppliers and commission agents 
indicates strongly to NOJC members 
that most of the supplying companies 
have accepted “Consult Your Supplier 
Month” as a valuable method of im- 
proving jobber-supplier relations. 

This is in contrast to a session of 
the Jobber Advisory Committee in 
May, 1953, at Dallas when supplier 
representatives generally. were luke- 
warm to the NOJC project. At that 
time, one supplier representative de- 
scribed it as “much ado about noth- 
ing.” Another doubted that much had 
been accomplished. 

Suggestion for OIIC—E. J. Con- 
nable, former president of Tennessee 
Oil Men’s Assn., thinks that the Oil 
Industry Information Committee could 
better spend its money by promoting 
safe travel and combatting “the vicious 
propaganda” that cars should stay at 
home. 

This is one project, he told NOJC, 
that would gain full support of job- 
bers, as well as major company mar- 
keting men. 

“Many jobbers feel,” Connable said, 
“that OIIC, as now set up, is just a 
subsidized mouthpiece for the major 
oil companies. So far as the jobber is 
concerned, they tear down with bad 
marketing practices whatever good will 
they build up through OTIC. 

“They could spend the money to 
much better advantage through a cam- 
paign to promote more and safer 
travel. People are staying off the high- 
ways because of the vicious propa- 
ganda that it’s dangerous to drive. 

“The OLIC should spend its money,” 
Connable said, “to promote safe driv- 
ing and to get the cars back on the 
highways. They'd be doing a real serv- 
ice for the industry then.” 


Arkansas Oil Men 


Aiming at Strength 


Arkansas oil jobbers are taking steps 
to enlarge the membership — and 
thereby the strength—of their market- 
ing association, the Arkansas Inde- 
pendent Oil Marketers Assn. 

Plans to do this were formalized at 
the group’s annual fall meeting in 
Little Rock. 

By getting as many of the state’s 
jobbers as possible to sign up as active 
members, the association hopes to 
make its voice stronger in: 

© Getting legislation enacted help- 
ful to the Arkansas jobber and to the 
oil industry, in general, in the state. 

© Dealing with suppliers over such 
marketing problems as “temporary” 
tank wagon allowances, direct con- 
sumer and retail by-pass problems. 

Almost to the man, jobbers at the 
meeting agreed that their big problem 
now is strengthening their organiza- 
tion. 

They feel that once they can ac- 
complish that, they will be more able 
to cope with problems facing indi- 
viduals, 

Since the association was chartered, 
it has operated without a full-time ex- 
ecutive secretary or a central office. 

Officers have had to pay most of 
their own expenses wher working on 
association business. 

There has been no co-ordinated 
move to contact jobbers outside the 
association personally in an effort to 
get them to join. 

Pass the Ammunition—Now, the 
group is providing in its new budget 
for a secretary and a central office. 
The secretary’s first big job will be to 
get out and visit all jobbers in the state 
in an attempt to pull them into the 
association. 

There are more than 150 in the 
state who can qualify as Independent 
jobbers. There are more than 300 
commission agents. 

At the time of the convention, only 
41 jobbers were active association 
members. 

But, the group hopes to have at least 
90% of the 150 potential as active 
members by the time the next annual 
meeting is held. 

As for the commission agents, there 
was some talk of encouraging and 
helping them to form an organization 
of their own. Then, the two could pos- 
sibly split the expenses of a full-time 
secretary, letting him handle the affairs 
of both groups. 

No action was taken on this matter, 
however. 

(continued on page 76) 
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Fred R. Suddarth, 
President, 

Kaw Transport Company 
His company is one of the 
leading Class | common 
carriers of gasoline and 
fuel oil in mid-America. 










“We are dispatching our four Butler 6200 gallon LWS transports six days 
every week, and they are giving us good service. 

“Every haul a unit makes gives us 500 gallons of bonus payload com- 
pared to the other transports we have operating in the same states. Every 
unit is averaging three or four 65-mile hauls a day or about 10,000 miles 
a month. At that rate we are getting a total of 6000 gallons of payload 
from these four transports each day—equal to one complete haul,"’ says 
Mr. Fred R. Suddarth, President, Kaw Transport Company, Sugar 








A.W. "Al" Nigh, Creek, Missouri. 
General Manager, “We are running around the clock with the Butler units—two shifts of 
keeps a sharp eye on all ten hours each. Only four hours out of every 24 hours are reserved for 






equipment and mileage 
cost for the Kaw Transport 
Company. Butler transports because they are ‘easy pullers.’ Because they handle 





maintenance and servicing of tractors and tanks. Our drivers like the 





well on the road we find it easier to keep our schedule of contract hauls 
and ‘clipper dumps’.’ 
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BUTLER MANUFACTURING COMPANY 


7454 East 13th St., Kansas City 26, Missouri 

954 Sixth Ave., $.E. Minneapolis 14, Minnesota 
913 Avenue W, Ensley, Birminghom 8, Alebama 
Dept. 54, Richmend, Celifernie 


Manufacturers of Oli Equipment * Steel Buildings * Farm Equipment * Dry Cleaners Equipment © Special Products 
Factories located at Kansas City, Mo. + Galesburg, lil. + Richmond, Colif. + Birmingham, Ala. « Houston, Texos « Minneapolis, Minn. 
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(continued from page 74) 

The jobbers did agree that their as- 
sociation should remain one for job- 
bers only, in order to continue their 
eligibility in the National Oil Jobbers 
Council, 

What Others Did—The group, after 
talking over its organizational prob- 
lems, heard Ed Amar, president of the 
Louisiana Oil Marketers Assn., tell 
how his group has grown strong al- 
though it is only four years old, 

‘We set out to improve marketing 


yy 


lif 


conditions in our state. Not only for 
the wholesale marketer, but for sup- 
pliers and retailers as well. We have 
met with a great deal of success so 
far,” Amar said. 

He added that his organization was 
not set up as a “pressure” group. In- 
stead, it has followed a course of try- 
ing to help the marketer primarily, but 
at the same time, aiding the suppliers 
and retailers. 

“As a result, LOMA today is wel- 
comed by all major suppliers. We have 


50 years in the making 


BLACKMER’S “Gold Seal” TRUCK 


PUMP 


Long life and economical operation is assured BLACKMER’S 

customers with a new design which represents 50 years of ex- 

perience in building the famous Rotary Pumps which are, 
“SELF-ADJUSTING FOR WEAR” 


The new design incorporates all of the time tested 


BLACKMER features plus: 


The BLACKMER CARTRIDGE-TYPE Mechanical Shaft Seal. 


Heavy Duty Anti-friction Bearings completely protected 


from the pumpage. 


Available in two sizes, 21,” and 3”, rated at 100 GPM and 
200 GPM respectively. “Listed by Underwriters’ Laboratories, 


Write for complete details, 


liquid materials bendling” 





4 


INDUSTRIAL, HAND AND TRUCK PUMPS, ST 





RAINERS, PRESSURE CONTROL VALVES 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA + CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 


See Yellow pages for your local sales representative 
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grown from about 22 members in the 
beginning to over 240. The potential 
in our state is 450, and we expect to 
have at least 300 members by Jan. 1, 
1955,” Amar said. 

Amar urged the Arkansas jobbers 
to follow the Louisiana group’s course 
in working with suppliers and retailers. 

“After all, if the service station 
dealer doesn’t make money, the job- 
ber won't. And if the jobber doesn’t, 
then the supplier won't have the capital 
needed to keep constantly turning out 
better quality products,” he said. 

One of the leading members of an- 
other state association—Leslie Neal of 
the Texas Oil Jobbers Assn.—spoke at 
the meeting. 

Neal restricted his remarks prima- 
rily to the lack of interest jobbers in 
general show in public relations, edu- 
cation and highways. All three of these 
things, Neal said, should be of just as 
much concern to the jobber as to 
suppliers. 

“They should be of interest to job- 
bers for selfish reasons, if for nothing 
else,” Neal said. 


Pennsylvania Jobbers 


Gasoline Price Woes 


To give Pennsylvania Petroleum 
Assn. members a good perspective of 
the gasoline price situation in their 
own state, Secretary James E. Stevens 
asked them by mail for reports on 
pump postings throughout Pennsyl- 
vania. 

He received 55 replies. These show 
that only three counties, McKean, 
Tioga and Susquehanna, had “nor- 
mal” markets throughout. 

Reporting this to members, Stevens 
said also: 

“Area from Pittsburgh, south and 
southwest, vies with the Wilkes-Barre- 
Scranton area for the lowest prices. 
In the former, 22.9¢ (including 7¢ 
state and federal taxes) appears many 
times on reports but in the latter area 
price as low as 20.9¢ for regular- 
grade, with 24.9¢ for premium-grade 
is reported. 

“The most frequently reported low 
price for regular is 24.9¢, referred to 
19 different times in replies received; 
23.9¢ is quoted 12 times, and 22.9¢ 
repeated seven times. The low of 20.9¢ 
was reported only once and 21.9¢ 
appeared twice on the returns. 

“Pennsylvania is easily among the 
top of the states reporting bad market- 
ing conditions at retail levels.” 

Commercial Accounts — Another 
conversation piece among members 
of this association recently is the re- 
sponses made by seven additional sup- 
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plying companies to the association’s 
request of last September for declara- 
tions of policy in marketing of gaso- 
line and fuel oil to commercial con 
sumer accounts. 

The majors’ letters have cleared the 
air somewhat. But the problem is far 
from solved. 

As did suppliers whose responses to 
the association’s policy inquiry were 
reported earlier, these later-responding 
companies have shown they, too, 
recognize the discomfort of the job- 
ber’s position when a supplying com- 
pany sells to commercial accounts at 
prices and terms more favorable than 
it grants to its distributors. 

Most of the nine suppliers on record 
to date have insisted in one way or an- 
other that when they sell on that 
basis they do so only to cope with 
competitors. 

The fact that some suppliers haven't 
even replied yet isn’t being taken to 
mean, necessarily, that they are ignor- 
ing their distributors’ interests in sell- 
ing to commercial accounts. 

Yet the distributor still can be 
caught in cross-fire between competing 
suppliers. And the Pennsylvania job- 
bers can’t put down the feeling that 
they’re frequently at a disadvantage 
in the market. 


New York Marketers 


More ESPA Chapters 


Formation of regional chapters by 
members of the Empire State Petro- 
leum Assn. is picking up speed. Three 
chapters now have been organized, 
and others are in the works. 

Effect of chapter activity will be 
to keep ESPA’s widely scattered mem- 
bers in closer touch with their asso- 
ciation’s affairs and problems, through 
directors located in the chapters’ 
areas. 

In addition to the earlier-organized 
Upper Adirondacks Chapter, embrac 
ing New York’s Clinton, Franklin 
and Essex counties, there now are 
these units: 

Central District Chapter for Onon- 
daga, Cayuga, Oswego and Madison 
counties. 

Genesee Valley Chapter for Mon- 
roe, Genesee, Wyoming, Orleans and 
Livingston counties. 

The former has three Syracuse men 
as temporary officers. They are E. C. 
Drake, Drake & Mills Oil Co., chair- 
man; Jesse H. Meadvin, Southland 
Oil Co., vice chairman; Alfred M. 
Cady, Jr., Syracuse Oil Co., secre- 
tary. 

The Genesee Valley unit already has 
“permanent” officers and directors. 

Chairman is Earl B. Saunders, SJr., 
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Independent Gasoline and Oil Co., 
Rochester. Frank D. Bertch, Webaco 
Oil Co., Webster, is vice chairman, 
and Theodore N. Townsend, Town- 
send Oil Co., Le Roy, secretary. 

Directors are Norris Wemett, Wem- 
ett Corp., Hemlock, and Thomas V. 
Costello of Thomas V. Costello, Lima. 

The chapters in prospect are likely 
to be set up in the areas of Albany 
and Troy, Binghamton and Elmira, 
Olean and Jamestown, Newburgh, 
Poughkeepsie, Wayne County, Buf- 
falo, and between Syracuse and 
Rochester. 


Vorth Carolina Jobbers 


Three-Pronged Push 


The North Carolina Oil Jobbers 
Assn. marches into 1955 looking for 
action on three principal fronts. 

Two of them are of the jobbers’ own 
creation. They have created a special 
committee to search for new ways to 
combat natural gas. And their griev- 
ance committee is going after supply- 
ing companies that sell to “peddlers” 
and others in less-than-transport loads 
at jobber rates. 

The third front is pressed upon them 
by the biennial meeting of the state 
legislature in 1955. North Carolina’s 
fiscal situation is, in a word, bad. The 
legislature is expected to hunt about 
$25 million in new revenue. The asso- 
ciation wants to keep new burdens 
from falling on the already heavily 
taxed oil industry. 

Tax-wise, the Carolinians probably 
would be content with the present tax 
picture. But if an opportunity presents 
itself, they will try for repeal of the 
hated pump tax. (Adopted two decades 
ago, the levy is $4 per pump for the 
first hundred pumps; $5 each for the 
second hundred; and up to $10 per 
pump for all over 600.) 

These were the principal subjects 
hashed over in the one-day fall meet- 
ing of the North Carolina association 
at Raleigh. 

Fighting Natural Gas—The special 
gas committee was set up to study “all 
aspects” of the natural gas situation 
after H. F. Dumaresq of Greensboro 
(Atlantic Coal & Oil Co.) chairman 
of the association’s fuel oil committee, 
suggested legislative action 

He pointed out that Tennessee and 
some other states have laws requiring 
attendants for gas-fired boilers in in 
dustrial or utility plants. 

Dumaresq said such a law would 
help counter one of the most effective 
selling claims for gas—that no main- 
tenance is needed. Roby E. Taylor of 
Winston-Salem (Taylor Oj Co.) 
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backed up Dumaresgq, hitting hard on 
the safety angle. Taylor also said that 
mains installed 50 years ago for bitu- 
minous gas are being used now in 
many places to carry natural gas of 
higher volatility. 

Dumaresq also protested supplier 
relations with peddlers and other 
small-lot buyers (principally of fuel 
oil) at Plantation Pipe Line terminals 
at Greensboro and Charlotte. He said 
“certain companies” are letting ped- 
dlers have small loads at the same 
prices jobbers pay and that suppliers 
are selling consumer accounts as little 
as 3,000 gal. a year at the same rates 

The association sent this matter to 
its grievance Committee, with instruc- 
tions to see if the practices can be 
stopped. J. C. Little, NOJC counsel, 
suggested that the committee be ready 
to “name names” of offending compa- 
nies. 

Other Action—The association also: 

—Adopted a resolution urging the 
state’s congressional delegation to sup 
port legislation to void the Supreme 
Court decision in the Phillips natural 
gas case. J. Parks Gwaltney of Dur- 
ham (Gwaltney Oil Corp.) a regional 
director of the National Oil Jobbers 
Council, urged the action as an “aid” 
to letting gas price itself out of com- 
petition with fuel oil 

Elected five new directors for 
three-year terms: Gwaltney; Frank 1 
Erwin, Durham (Erwin Oil Co); D 
Worthy Joyner, Rocky Mount (Joyner 
Oil Co.); Hardin S. Kimrey, Clinton 
(Sampson-Bladen Oil Co.); and Ster 
ling D. Wooten, Goldsboro (Thomp 
son-Wooten Oil Co.). 

Chose Dumaresq and Robert G. 
Hayes of Kannapolis (Central Distrib- 
uting Co.) as board members of one 
year terms 

Changed its by-laws to consoli- 
date the fall and annual meetings. The 
fall meeting will be eliminated and the 
annual meeting, which will be sched- 
uled for at least two days, is to be held 
in October at a site chosen by direc 
tors. 


Vew Mexico Oil Men 
New Group Gets Rolling 


The Petroleum Marketers Assn. of 
New Mexico will be keeping a close 
watch on the New Mexico legislature, 
which convenes this month. 

Dudley Cornell, Albuquerque, the 
group’s executive secretary, says he 
doesn't anticipate any legislation 
“harmful to oil marketing.” But, he 
adds, “just in case there is, we'll be on 
hand to fight it.” 

Wesley Martin of Las Cruces, new 

(continued on page 79) 
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aly FLUORESCENT FLOODLIGHT 


———— SERIES 9000 


for SUPERIOR Illumination ! 


Here’s the first thoroughly reliable enclosed fluores- 
cent service station luminaire to incorporate the 
latest advances in the field of outdoor high-mounted 
flood lighting. Provides superior visibility, with a 
degree of comfort and ease of viewing never before 
attained. 

The Series 9000 blankets an extremely wide area 
with an abundance of white glareless light — the 
highest light output yet produced in a fluorescent 
lamp for outdoor use. Output actually increases up to ten percent in freezing temperatures 
because unit is enclosed 

Sturdily constructed, with unusually low operating and maintenance costs (only 400 
watts per unit), and far longer lamp life, this modern design flood unit will revolutionize 
service station lighting practice. 

Constructed of welded die-formed aluminum, with specular reflector of Alzak aluminum 
sheet. Hinged, extruded aluminum frame utilizing Plexiglas or Alba-Lite glass suitably 
cushioned and sealed, encloses unit. High strength aluminum casting is securely fastened 
to top of unit, with mounting arms and bracket to fit existing poles. Adjustment is easily 
made from horizontal to 10, 20, 30 or 45 degree positions. Completely wired, ready for 
supply connections in the field. 


Sketch features sound flood lighting practice for approaches, driveways and ramps. Guardian 
Series 9000 fluorescent floodlights mounted on 20’ or 24’ hinged poles bathe the entire area 
in a cool white light of excellent quality, providing a most favorable rendition of colors and 
complexions. Pump islands are lighted by Guardian fluorescent “T” Lights. 


SER ya 


_ . ] 
= 4 
fe 


Write for new fully illustrated 
Bulletin 9000 and Catalog 
54-R for complete information 


on this luminaire 


Guardian Light Company 
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(continued from page 77) 
president of the group, met with his 





Albuquerque Nov. 29. 

Martin, a distributor of Shell Oil 
Co. products, was out of the state at 
the time he was elected last fall when 
the association held its first annual 
meeting. 

PMANW now has slightly more 
than 100 members. Since it is made 
up of both jobbers and agents, there 
are about 250 wholesale operators in 
the state who could qualify as mem- 
bers. 

The New Mexico association was 
formed in the fall of 1953 and is pat- 
terned after the Petroleum Marketers 
Assn. of Texas. 






Louisiana Marketers 


Success in Legislation 


There are two things the members 
of the Louisiana Oil Marketers Assn. 
are especially proud of these days. 

One is the association’s hospitaliza- 
tion insurance program. 

The other is the association’s suc- 
cess in getting “corrective” legislation 
favorable to the oil industry, as a 
whole, passed by the Louisiana legis- 
lature. 

Robert K. Butcher, executive sec- 
retary, reports that the association’s 
insurance program will celebrate its 
first anniversary Feb. 5, 1955, 

Since the program was inaugurated 
in 1954, insurance payments paid out 
to policy-holders have averaged about 
$2,500 per month. 

On the legislative side, the associa- 









bills passed requiring the labeling of 
re-refined motor oil as such, and in 
getting a bill passed requiring farmers 
to present paid invoices before re- 
ceiving tax refunds. 

This bill is very important to mar- 
keters handling farm accounts. 

Prior to the bill’s passage, a farmer 
could buy gasoline from a jobber 
or agent on credit, and request the tax 
refund before paying for the products 
received. If the farmer then failed 
to pay his bill, the marketer lost all 
the way uwround. 

The Louisiana legislature will not 
have another regular session until 
1956. But when it does meet, the 
association plans to be back, fighting 
for passage of a bill to kill the state’s 
current 8¢-a-gal. lubricating oil tax. 

The group was unsuccessful in this 
effort in 1954, but members feel they 
gained a lot of grotind by at least 
making the public aware of the fact 
they were paying such a tax. * 


board of directors for the first time in | 


tion was successful in 1954 in getting | 
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SAVES ON SERVICING 
POSITIVE SEALING ACTION 
LONG, DEPENDABLE SERVICE 







Roper further increases the dependability and efficiency of Series 
3600 pumps with a proven, long-life mechanical seal.* 

Designed for a broad range of clean liquid applications, the unit 
provides a positive sealing action to reduce leakage — a highly im- 
portant factor when delivering inflammables. Further still, the 
mechanical seal offers the advantage of minimizing down-time and 
maintenance expense...there are no adjustments necessary. 
This mechanical seal is but one of the many outstanding features of 
these Ropers. The pumps are ready for hook-up on any type drive, 
and for all conditions of piping and mounting . . . handle thin or 
thick liquids at slow speeds .. . operate with equal ease in either 
direction .. . have adjustable relief valve which assures full capa- 
city when pumping and allows nozzle shut-off without stopping 
the pump. Roper Series 3600 pumps are rated for pressures to 
60 P.S.I. — sizes 40-300 G.P.M. 

* Models also available with packed box. 


a a RODER 

























GEO. D, ROPER CORPORATION WZ 
471 Blockhawk Park Ave., Rockford, Iilinols OLAS Utnfos 
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Where fast, sure starts mean dollars... 


GLOBE BATTERIES 
ARE ON THE JOB! 


Here's solid, down-to-earth proof that the great number of leading 
Private Label Marketers buy better when they buy Globe-built batteries! 


Batteries used on heavy industrial machinery have to “take it” .. . for 
“down time” means big money lost. Thus, the approval and use of 
Globe batteries in earth-moving and farm equipment is a real tribute 
to the durability and reliability of Globe batteries. 

Naturally, Globe batteries built to be sold under the private labels 
are equally dependable. These batteries are built to stand up, through 
hardest use, regardless of weather or working conditions. They're packed 
with reserve power to keep engines “spinning” until they catch. 

So... whether you're selling Globe batteries under the “Spinning 
Power” label or one of the many private labels — you can be sure that 

you're selling rugged, dependable batteries. Yes, batteries that offer 
motorists the utmost in dollar-for-dollar value. 








* EMPORIA. | $° HASTINGS-ON-HUDSON, N.Y. * 
* 105 GELES, CALIF. « MEMPHIS, TENN. yi 
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Chart of gross profit in cents per gal. of gasoline sold at stations shows motor oil down, but survey finds... 


TBA Profit Ratios Holding Their Own 


w Service stations are maintaining TBA sales pace 


min face of downturn in motor oil sales ratios 


An exclusive NPN survey of 
11 major oil companies and one 
Independent marketer shows 
that the ratio of TBA profits to 
gasoline gallonage has risen over 
a three-year period, while the 
motor oil ratio has dropped. 

Whether 1954 will be the year that 
narrows and perhaps closes the gap 
between the TBA sales lead and the 
decline in proportionate oil profits, 
shown on the above chart, must await 
further study. 

But on the IBA and oil 
ratios submitted for the 1951-1953 
period by the 12 companies—all par- 
ticipants in NPN’s semi-annual oil 
ratio survey—here’s the profit picture, 
presented in dollars and cents: 

TBA profits ratio has increased 
22% —from 0.46¢ per gal. of gasoline 
sold in 1951 to 0.56¢ in 1953. 

Motor oil profit ratio has dropped 
11%—from 1.33¢ per gal. of gasoline 
sold in 1951 to 1.18¢ per gal. in 1953 


basis of 
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For a service station handling 40, 
000 gal. of gasoline per month, this 
means: 

$40 gain per month in TBA 
profits in 1953, compared with 1951 

$60 less profit per month on mo- 
tor oil than in 1951. 

Improved TBA sales thus absorb, in 
effect, all but $20 of the profit shrink 
age caused by fewer motor oil sales 

Below Major’s Projection Shell 
Oil Co. projected a potential TBA 
profit of 3.26¢ per gal. of gasoline sold 
in 1953. The NPN survey average was 
only 0.56¢ per gal., or about a sixth of 
Shell’s estimate of the potential mar 
ket 


WHAT OJL MEN SAY 


IBA and motor oil sales will com- 
plement each other if the oil compa- 
nies do a balanced selling job, in the 
opinion of one TBA manager. His own 
company, in 1953, enjoyed an unusu- 
ally good increase in oil sales and at 


NEWS 


the same time maintained TBA sales 
equal to, and in some cases exceeding 
the industry's average. 

Little Conflict 
of another marketer says: 

‘There is very little conflict between 
IBA and oil sales. In 1953 our com 
pany had five large marketing divi 
sions, two smaller zone 
and five affiliated companies. 

“In each of these field marketing 
groups, we had equivalent organiza 
tion men—sales managers, TBA man 
agers, oil specialists, etc. 

“Seven field areas had TBA ratios 
equal to or above the company aver 
age. There were also seven marketing 
areas that had oil ratios equal to or 
above the company average 

“It is significant that five of our field 
marketing organizations which had 
above-average oil ratios also had 
IBA ratios. Four of 
these were in a group of six that had 
Three 
above 


The sales executive 


operations, 


above-average 


above-average tire sales ratios 
were among the six that had 
average battery ratios. Four were in a 
group of eight with above-average ac 
cessory ratios.” 
Outlook Aggressive— “We 


believe 


$1 





—tj tires-batteries-accessories 


This operator 
is producing 


extra Volume 


“<7 easy way 


He's re-packing 
wheel bearings with the 


GRACO 


It’s clean... easy... quick ! 


@ There's money in bearing serv- 
ice, if you have a fast, cheap, clean 
way of doing it. And that’s exactly 
why this Graco Presto-Pak is a 
hot item. 

You quickly attach the Presto- 
Pak to your 25-35 |b, pail (or 100 
lb. drum). Position the bearing, 
give a quick stroke to the pump 
handle... and PRESTO...a 
large volume of grease literally 
blasts into the bearing, forcing out 
the old grease. 

With Presto-Pak you eliminate 
slow, messy transferring of grease 
to a separate reservoir, No danger 
of contamination of grease. And 
thanks to Presto-Pak’s unique 
follow-plate, you use all the grease 
you buy! 

Find out what the Graco Presto- 
Pak can do for you, It handles a 
wide range of ball and roller bear- 
ing sizes, Send for the Presto-Pak 
data sheet! 


2 Presto Pak 


MODELS 


AVAILABLE 


Model 225-664 fits 25-35 Ib, 
pails, Cover incivdes adjust. 
able clutch to accommodate 
different pail sizes, The 100 
ib. drum type hes two models 
. 225-865 for “Eastern” 
drums and 225-667 for 
“Western” drums 


equipment by 


GRAY COMPANY, INC. 


Engineers ond Menviacturers 
132 Graco Square ¢ Minneapolis 13, Minnesota 





Regional Offices: New York, Philadelphia, Detroit, 
Chicago, Atlanta, San Francisco 
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TBA and Motor Oil: Progress Report 


The table shows what has happened to motor oil and TBA profits in 
each of the companies NPN surveyed. 


(Figures in ¢ profit per gal. gasoline sold) 


Company Year TBA 


A 1951 0.40¢ 
1952 0.44 
1953 0.49 

1951 


1952 
1953 


0.55 
0.59 
0.60 


B 
1951 0.42 
C 1952 0.41 
1953 0.42 
D 


1951 
1952 
1953 


0.48 
0.47 
0.45 


1951 0.20 
1952 0.20 
1953 ° 


1951 0.53 
1952 0.51 
1953 0.49 


1951 1.86 
1952 1.93 
1953 1.73 


1951 0.51 
1952 0.49 
1953 0.44 


1951 ° 
1952 1.07 
1953 1.02 


1951 
1952 
1953 


0.43 
0.42 
0.45 


1951 0.38 
1952 0.41 
1953 0.04 


1951 0.66 
1952 0.54 
1953 0.51 


* Data not available. 


there is no conflict between oil and 
TBA sales in a company that has an 
aggressive sales outlook and men with 
the skill and ability to promote sales. 

“If the selling is aggressive and in- 
telligent, it will move petroleum prod- 
ucts. And it will also sell other prod- 
ucts and services that the public has 
come to expect at our stations.” 

Another marketer believes that re- 
tail outlets doing a reasonably satis- 
factory job in TBA sales will have a 
better motor oil ratio, as a rule, than 
the average outlet. 


Batteries, Motor 

Accessories Oil 
0.15¢ 1.53¢ 
0.14 1.41 
0.16 1.32 


. . 1.54 
7 . 1.47 
: 1.40 


1.60 
1.45 
1.44 


1.13 
1.05 
1.03 


1.21 
1.18 
1.13 


Tires, 
Tubes 


0.25¢ 
0.30 
0.33 
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Dealer Effort—This indicates that 
TBA and motor oil sales depend on 
dealer sales effort. This marketer adds: 

“There are cases where dealers spe- 
cialize in the credit-budget market. It 
is this class of dealer that will have a 
better TBA-gasoline ratio, with the 
motor oil-gasoline ratio suffering.” 

And another marketer comments: 
“The average station doing a well- 
balanced job of TBA selling will show 
higher oil sales ratios than would sta- 
tions where balanced sales activity 
does not exist.” 
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...t0 make a leakproof connection 





New, economical Titeflex Quicx-Sea. Couplings 
are leakproof at all operating pressures—provide 
full swivel action, full free flow, versatility, long 
service life—couple & uncouple IN ONE SECOND 
without tools. Quick-SezaL Couplings are inter- 
changeable in the same size; come in a variety of 





alloys in many sizes—4"' to 12'' diameter. 

Electrolyte Bag : ; 
Ac findble ben of Wienke hes || Straight-through, Single and Double Check-valve 
been developed as a container for | types. Write today for Titelex QUICK-SEAL 


battery electrolyte by the Hedwin 
Corp., 1525 W. 41st St., Baltimore coupling catalog. 
11, Md. It has a maximum capacity 
of 42 oz., but can be filled with the 
exact amount needed for a battery 
cell. It is heat sealed and can be ship- 
ped inside the battery carton or in a 


separate carton. ' 
Long Service Ignition \ 
Ignition contact combinations using 
nylon and stainless steel are claimed 
to provide longer service life with Titeflex, Inc. \ 


sustained gap settings, according to Industrial Products Division 

F. & B. Manufacturing Co., 4248 W. 525 Hendee Street QUICK-SEAL COUPLINGS 
Chicago Ave., Chicago 51, Ill. The Springfield 4, Mass. 

one-piece spring-and-point units are 
sold as Filko Pre-set Contact Com- 
binations. 


Nylon's ‘Pull’ Shown 
The measure of nylon cord’s popu- : 
larity on the tire market is shown in | Firm _ 
a statement issued by Du Pont that | Adduace 
there has been a nine-fold increase in 
the number of nylon cord passenger eee __ Zone_.__ State__ 
tire brands on the market. Twelve tire 
companies, says Du Pont, are now 


featuring nylon in 27 premium and | The higher the the tighter the i 


standard tire brands 


Please send your new, free Quick-Seal Coupling Catalog 





Name 


Title__ 


(continued on page 87) 
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Keep your sales story 
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oo Marketing 
a Yearbook 
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at oi! men’s fingertips 


In 1955 National Petroleum News will present, for the first time in 
the oil industry, a comprehensive Statistical and Reference Yearbook 
of Oil and TBA* Marketing. This new Yearbook will be published in 
May as an extra, or thirteenth, issue of the monthly National Petroleum 
News, and will be sent at no extra charge to all NPN subscribers. It will 
give them factual answers to many of the myriad questions that con- 
front oil marketing men in their daily work. 

Why an Oil Marketing Yearbook? Because NPN editors see a 
tremendous need for it in their own daily work. Readers constantly ask 
for the kind of information the Yearbook will contain. By answering 
questions frequently encountered in everyday operations, the Yearbook 
will prove a valuable reference work for every oil marketing man. A 
glance at the contents sample shows why—much of this information is 
now found only in widely scattered forms, and some of it is not pub- 
lished elsewhere at all. 

What It Is, The Statistical and Reference Yearbook of Oil and TBA 
Marketing will contain basic data on the marketing division of the 
petroleum industry, plus much of the information previously presented 
in the NPN annual TBA Directory and Buyers’ Guide. The Yearbook 
will be easy to read and easy to use, with tables in big type, ample charts 
and graphs, and plenty of functional color. Tables will be tightly edited 
so readers won't have to swim through a sea of figures to find the infor- 
mation they want. Statistics will be presented on an annual basis, with 
data from previous years to show trends. 

What It Will Contain. Some Yearbook features are given at the right 
More information will be included as surveys uncover detailed reader 
needs and preferences. 

Who Will Use It. Everyone who needs detailed, factual information 
on oil marketing—or on tire, battery and accessory distribution— will 
turn to the new Yearbook as a valuable source of facts. This includes 
executives and operations men in production . .. sales... economics . . . 
transportation—throughout the entire petroleum industry. 


If you sell equipment or supplies to oil marketers—if you sell tires. 
batteries, or accessories through oil marketers—this big new marketing 


Yearbook will keep your sales story at oil men’s fingertips. Distribution 
to NPN subscribers gives year ‘round coverage of your prime prospects. 
The cost is low, the value high. Be sure to provide for it in your 1955 
budget. Consult your National Petroleum News representative for 
full details. 


*TBA: Tires, Batteries and Accessories. 


| National 








Some Yearbook Features 


TBA manufacturer and supplier personnel. 

Oil company marketing personnel. 

Oil company marketing territories. 

Oil company dealer and TBA programs 

TBA sales at service stations. 

Car breakdowns. 

Battery date codes. 

Antifreeze sales data. 

TBA ratios. 

Replacement tire and battery shipments 

Index to important TBA articles published 
in NPN, 

Production and consumption of all oil 
products handled by marketers: Gaso 
ine, distillate, kerosine, residual, motor 
oil, LP gas. 

Motor oil ratios; oil exports and imports 

Highlights of Canadian statistics. 

Trends affecting supply; passenger car, 
truck and bus registrations and produc 
tion; oil burner shipments. 

Station permits and number of stations by 
states. 


Directory of all U. S. refineries, showing 


capacity, products and location. 

Maps of U. S. refineries, product pipe 
lines, crude lines, terminals, under 
ground LP-gas storage; crude produ 
tion by states 


Index to NPN reprints available. 
Jobber cost-profit survey 
Octane ratings. 


Directory of state jobber associations 
with officers and addresses of secretaries 


loll road statistics. 
Gasoline taxes hy states 
Degree day totals by cities 


Equipment jobber directory 





A McGRAW-HILL 
PUBLICATION 





IN 
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BY 


Petroleum 
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@ TYPE 361 EMER. 
GENCY VALVE — 
Flanged valve de 
signed for over. 
heed control, 
Fianged ovter 
elbow, tie orf 
manifeid attach. 
able when connect- 
ing to comporiment 
ovilet, Meets with 
Neti, Truck and 
Trailer Tank 
Stonderds. 


@ TYPE 360 EMER. 
GENCY VALVE — 
Fienged valve for 
use on truck tanks 
with underneath 
control operation. 
Even volve seating 
prevents leakage. 
Complies with 
Netl, Truck ond 
Trailer Tank 
Standards. 


@ TYPE 504 EMER. 
GENCY VALVE - 
Elbow type with 
external operating 
means for under. 
neath operation. 
Female threaded 
inlet permits con- 
nection to a female 
threaded tank pod. 


TYPE 514 
ILLUSTRATED 


@ EMERGENCY VALVE OPERATORS — Pro- 
vide selective remote contro! of o series of 
emergency valves. Mechanical closing of 
volves is provided os each operation hos 
fer woter collection which con be removed hond release, front end release, lever ond 
through @ drain valve. automatic fusible release in cose of fire. 


PROVEN FOR “QUALITY SINCE 1892 


@ TYPE 450 EMERGENCY VALVE — Built for fost 
servicing. Locking cap allows quick removal of 
interne! ports without entering tonk. Hos self-sealing 
stuffing box nut ond self-oligning plunger osembly. 


@ TYPE SOS RS EMERGENCY VALVE — 
Designed for use on circroft refueler tonks. 
Roised sect provides spoce of tonk bottom 
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Tube Division in New Plant 


A recent entry into the automotive 
replacement market is the Flex-O- 
Tube Div. of the Meridian Corp., now 
in its new plant in Inkster, Mich., out- 
side of Detroit. The plant represents 
a 50% increase in capacity for manu- 
facturing flexible oil and fuel lines. 
The company anticipates a trend to 
wider use of hydraulic systems on cars. 


For Cleaner Carburetors 


The Gumout Division of Pennsyl- 
vania Refining Co., Cleveland, has 
published a folder (How to Get in the 
Carburetor Cleaning Business) telling 
dealers how they can get into what 
Penn Refining calls “the profitable 
and growing business of cleaning car- 
buretors on-the-engine.” The com- 
pany asks interested dealers to ad- 
dress inquiries to Gumout Division, 
Cleveland 4, Ohio. 


Wiper for Wraparounds 


For use on the new wraparound 
windshields, the Anderson Co. has de- 
veloped and is patenting the Anco 





tires—batteries—accessories coe 





TBA Group’s Head 


@ Melvin S. Marsh, TBA man- 
ager, Standard of Ohio, is the 
newly elected national chairman 
of the Oil Industry TBA Group. 
His first job with Sohio was one 
of the company-operated service 
stations in Cincinnati. That was 
back in 1928 following a seven- 
year period spent partly in the 
U. S. Navy and partly attending 
the University of Cincinnati and 
New York University. He filled 
a series of selling jobs in the 
Cincinnati area until 1936, when 
he was given charge of the 
company’s tire and battery sales. 
He now heads a complete TBA 
department. 








Cobra Wiper Combination, It adds 
about 5%-in. of travel to each of the 
two blades, and produces 60 sq. in. 
of additional clear vision at each side 
of the windshield. 

Part of the assembly is the Turtle- 
back blade attached permanently to 
the Cobra arm. This permits increas- 
ing blade pressure for wraparound 
windshields from 6-8 oz. to 11-12 oz. 


A special rubber-and-flexor assembly 
refill permits renewal of the wiping 
element, 

Anderson also is offering an emer- 
gency speed-up of wiper blade action, 
controlled by a knob on the instru- 
ment panel, as part of the Cobra wiper 
combination for wraparounds. The 
driver can cut normal blade travel to a 
shorter, faster stroke. 


penny wise 


... and otherwise, you save when you 
operate truck and trailer tanks custom 
built by Progress. Fabricated to meet your 
requirements with no extras, no frills. 
Nothing you don't want. See your nearest 
Progress field representative or call our 
factory. Custom built tanks serve you best. 
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Here’s power to lubricate with 
today’s toughest greases ...30% faster! 


NEW ALEMITE 
SUPER Ht PUMP 


PLUS...ALEMITE SUPER-BEAUTY AND SALES POWER 


in the world’s newest, finest, portable line 


Never before has such power been built into a pump so compact! 
Plenty of power — up to 7,000 lbs.— delivered where it counts, at the 
control valve ~ INSTANTLY, with no time lag! The Super “H” Pump 
is designed to handle the tough, long-lasting greases of today — 
designed with ample reserve power for the even tougher greases of 
tomorrow. Engineered to free you from service headaches, to give 
you dependable service for years to come. Let’s you handle more 
lubrication jobs per day! 

All this in the most beautiful portable line ever made! Here’s 
beauty that attracts customers — makes sales — makes you money! 


Only the Alemite Super “H” Pump Combines all these features! 


Cuts lubrication time by one-third! 


The most powerful pump of its size ever 
built! 


70-to-1 Pressure ratio! 


HEAVIEST greases NO problem — even 
at low temperature! 


NO maintenance — no oiling — no ad- 
justments — no air pockets! 


Air Operated Gear 
Lube Dispenser 


ALEMITE 


1826 Diversey Parkway, Dept. K-15, Chicago 14, Iilingte 


Fits old 100-ib. drums or new 120-Ib. 
drums! 


“Pressurtrol’”’ automatically assures posi- 
tive pressure range! 


Steel-to-Steel construction! 
Exclusive 27-month guarantee! 
For piped installations or portable units! 


Waste Oil Droin 


oe 


High-pressure 
eivlonter with 
Super “H” Pump 


Write today for information 


Ask your Alemite representative — 
or write for complete information — today! 
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LUBE SPECIALISTS representing automotive, parts, and grease 
manufacturers discussed auto lubrication problems at the Na- 
tional Lubricating Grease Institute's fall convention in San 
Francisco. Left to right are Claude L. Johnson, Jesco Lubricants 


lubrication —j 


Co.; Lewrence J. Grunder, Richfield Oil Corp. (Les Angeles), 
panel chairman; James H. Booth, Thompson Products, Inc.; 
H. 8. Wolf, General Motors; Frank R. Hart, Standard Oj! Co 
(Calif.); and H. C. Zweifel, Richfield Oil Corp. 


What's Wrong in Car Greasing Today? 


Plenty, says H. R. Wolf, Genera! 
Motors oil technologist. 

And he warns that the automotive 
industry may have to design a pre 
lubricated automobile chassis if pres 
ent problems in car lubrication aren’t 
solved. 

Wolf says GM engineers believe: 

Today’s greases are inefficient 
Lube jobs don’t last long enough 





NLGI’s Bearing Booklet 

A booklet describing NLGI’s 
officially recommended practices 
for lubricating front wheel bear- 
ings is being issued by that 
organization through head- 
quarters at 4658 J. C. Nichols 
Parkway, Kansas City, Mo. The 
booklet—product of three years’ 
work by more than 200 experts 

~takes the service man through 
55 step-by-step procedures in the 
correct way to pack front wheel 
bearings. 

Need for the manual became 
evident when a subcommittee 
headed by H. L. Hemmingway, 
of Pure Oil Co., learned that car 
owners blame front wheel bear- 
ing failures on (1) the auto 
maker, (2) the bearing, or (3) the 
lubricant, whereas studies show 
most failures due to improper 
lubrication 
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Grease dispensing 
needs improvement 

Dispensing personne! lack the 
skill for good grease jobs 

“Our engineers don't mean to 
threaten the oil industry,” says Wolf, 
whose company has 49.9% of the new 
car market in the U. S., “but when 
things get too bad, we've got to pro- 
vide some remedy to eliminate the 
trouble . we design to eliminate it.” 

These views of Wolf, voiced at the 
National Lubricating Grease Institute's 
fall meeting, drew this comment 
from . 

@ James H. Booth, chief engineer 
in Thompson Products, Inc., Michigan 
engineering division: “The ultimate 
goal of every automotive engineer is 
to design a chassis sealed for the life 
of the car.” 

@ Lawrence J. Grunder, fuels and 
lubricants development manager for 
Richfield Oil Corp. (Los Angeles) 

Inferior products improperly applied 
would shut out the market for those 
products,” 

The impact of any sealed-for-life 
chassis would be felt by oil companies 
in grease sales and at the lube bay of 
the service station—in decreased lube 
income 

Here’s how lube specialists see the 
automotive lubrication picture, based 
on their comments at the 
Institute meeting 


equipment 


Cirease 
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Wolf observes that engineers have 
already designed out such trouble 
spots as 

rhe universal joint, by developing 
a pre-lubricated joint that can’t be re- 
lubricated 

Water pump bearings, by offering 
a ball bearing joint good for the life 
of the car. 

Rear spring suspension units, by 
designing one with fewer lube points 

“An efficient lubricant should be 
thermally stable and should remain in 
the bearings for an extended period,” 
Wolf says. GM engineers feel that 
the lubrication efficiency of a chassis 
should hold for double the recom- 
mended lube period. 

But they found that current lubes 
and lube methods 

Do not hold up for the recom 
mended period 

Deteriorate well before the end of 
the normal period—after 250 miles 
under ordinary conditions, 25-50 in 
wet weather 

Referring to the trend to fewer 
lube points, Wolf says that some 
passenger car instruction books warn 
that the front wheels should not be 
removed for repacking of bearings un- 
less the step is necessary for brake 
work 

How frequently should wheel bear 
ings be repacked? Wolf says 

(continued on page 90) 
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“Tests on GM cars show the bear- 
ings to be in excellent condition after 
80,000 and 100,000 miles, with no 
need for repacking. How much longer 
they can go, we don’t know. Maybe 
200,000 miles.” 

Booth contends that lubricating 
problems appear to be less on rough 
roads where there is effective grease 
pumping action than on smooth roads 
where there is hardiy any such move- 
ment, 

Referring to the ball-joint suspension 
unit—with its fewer lube points—he 
says that tests by his company showed 
a spiral groove around the bearing to 
be the best way to introduce the 
lubricant, 

H. C. Zweifel, supervisor of Rich- 
field Oil's lubricants development 
division, says a great deal of develop- 
ment work still is to be done to bring 
out the best possible lubricant. 

In fact, he adds, it’s more than any 
ome company can handle—it will re- 
quire the co-operation of all segments 
of the industry. 

Under study in the development of 
lubricants, he points out, are these 
questions: 

1. Solubility: Should an oil be water- 
soluble; if so, to what extent? 

2, Seepage: Is seepage necessary; 
how much oil should seep? 

3, Compatibility: Should a lube be 
compatible with competitive lubes? 

Zweifel says important points in 
judging the qualities of a good lube 
are: 

® How well it stays in the chassis 
bearings. 

®@ How well it seals against con- 
tamination. 

@ How well it prevents rust. 

Critical of the auto industry for not 
giving the lube manufacturers advance 
data on lube requirements, Zweifel 
states: 

“The first I know about new bear- 
ings on a car is when I go down to the 
local car dealer and take a look, That's 
a little late.” 

Advance information, he adds, is 
wanted on: 

Configuration of 
ponents. 

——Stress and degree of shearing the 
bearings have to take. 

~——Whether the joints are sealed and, 
if not, what can be put into the grease 
to supply that seal providing auto 
designers know a lubricant's capacities. 

Claude Johnson, president of Jesco 
Lubricants Co., N. Kansas City, Mo., 
maintains: “The lubricant-dispensing 
industry needs a shake-up because too 
many grease monkeys are not taking 
advantage of new products and new 
methods—-they continue the same 


bearing com- 


90 


methods used for the past 25 years. 

“As a result, the automotive industry 
designs new equipment to try to take 
care of the mistakes. 

“Equipment manufacturers should 
work on designing new equipment to 
(1) reduce the chance of contamina- 
tion, (2) supply low-pressure continu- 
ous flow as well as high-pressure, (3) 
attain a one-shot squirt through a 
fitting at high or low pressure. 

“We would like to do away with 
90% of the greases on the market to- 
day and standardize on three or four 
that would really do the job. Instead 
we produce the oil we think the cus- 
tomer will buy. 

“Too often oils are chosen for their 
eye-appeal — not their efficiency — or 
because they wipe up easily when 
spilled.” 

Frank R. Hart, senior specialist on 
automotive lubrication for Standard 
Oil Co. of California, says lube makers 
would like to put a better grease on 
the market but can't because manu- 
facturers of dispensing equipment have 
not kept pace with research in the 
grease and automotive fields. 

“It (the better grease) is on the shelf, 
ready to go. But the application prob- 
lems keep in on the shelf because 
progress in marketing of grease tends 
to be limited by the weakest type of 
dispenser used in the field.” 

He also contends that the “problem 
of applying grease at low temperatures” 
needs the attention of the industry: 

“. . . Research is needed to develop 
dispensing equipment that will work 
at freezing temperatures . . . in the field 
on farm equipment and on logging and 
construction trucks and tractors.” 

C, F. Raisch, of Stewart-Warner 
Corp., defends equipment manufac- 
turers (in the discussion after the panel 
talks): 

“Grease manufacturers do not seem 
interested in the results of tests con- 
ducted by our laboratories when we 
use their new product in our equip- 
ment.” 

Charles D, Parr, representing Gray 
Co., San Francisco pump manufac- 
turer, says: “If you grease manufac- 
turers decide what type of grease you 
want to dispense, we can build the 
equipment.” 

He notes that the failures in the 
application of grease often come from 
the improper use of equipment by the 
man doing the job, that greasing often 
is done by the lowest paid employe. 

Carl Watson, of the California Re- 
search Co., reports that observations in 
his company’s laboratory show that 
one could get into severe lubrication 
problems as the result of the incom- 
patibility of various greases. * 








QUALITY SUSPENSIONS 


Unique, proven design com- 
bines long life, low mainten- 
ance, light weight. Rubber- 


bushed spring seats, yoke head. 





LIGHTWEIGHT TANDEM SUSPENSIONS 
for Semi-trailers 


SINGLE 
AXLE 


SUSPENSIONS 
for Semi-trailers 


Air Ride TANDEM SUSPENSIONS 
for Semi-trailers 


Air Ride 
SINGLE 
AXLE 


SUSPENSIONS 
for Semi-trailers 


For further information call or write 


THE TRUCKTOR CORPORATION 


Dept. NPN, Route 22, Mountainside, N. J 
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You'll grade 


“F” style cans 


At 


We are pleasing some of the most particular people 
in the petroleum and chemical industries with our 
Tailor-Made Package Service. Why not let us do 
the same for you? We'll give you “F” style cans 
that are precisely right for your product . . . in the 
size you want... and lithographed to your taste. 
We'll deliver these cans when and where you say. 
And we'll make available expert engineering and 
research help in any quantity you can use. In all 
our dealings with you, we'll treat you as if you 
were our only customer, 


CONTINENTAL € CAN COMPANY 


Continental Can Building 
100 East 42nd Street, New York 17, N. Y. 
Eastern Division: 100 £. 42nd Street, New York 17 
Central Division: 135 So. La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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Engineer checks performance of 500 gpm 
Rockwell Rotocycle meter on 4-in high test 
gasoline line in Rockwell test plant. 
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severe critic 


...e@arning money for you in 
the World’s Largest 

a Accounting Streamlined Mechanized contro"=d accounting of 
Meter Test Station avecotie eee with Rockwell Reg).*-~tionm System at 


This man is working for you. It’s his job and 

the job of those working with him to pre- 

prove the accuracy and durability of every 

Rockwell meter you buy. He tests your 

meters under actual operating conditions 

while measuring the same liquids they 

will handle in the field. When he says a 

meter is right for the specified service, 

you can be sure it is ready to earn money 

for you. You'll gain in greater accuracy, 

longer meter life, less maintenance, and 

lowered maintenance costs. That is why dick ak dita tccA consis eet 0 teh yan ee 
it will pay you to always make Rockwell Work toning: rach ot Wh fited for reteete coghinetion, 
Rotocycle meters your preference and 

save money on every job. 


Rockwell 


ROTOCYCLE 


Meters 


YOU CAN REALLY RELY ON ROCKWELL What Do You Want to Measure? Storage facilities with multiple 
runs permit testing meters on gasoline, solvents, and fuel oils, 


ROCKWELL MANUFACTURING COMPANY °* PITTSBURGH 8, PA. 


Atlanta Boston Charlotte Chicago Dallas Houston Los Angeles Midland, Texas N. Kansos City, Mo New York 


Philadelphia Pittsburgh Son Francisco Seattle Shreveport, Lo. Tulsa Canedion Gas & Oil Products Sales: Peacock Brothers Limited 


January, 1955 + NATIONAL PETROLEUM NEWS 93 





eo ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee oe oe oe oe 


West Springfield, Mass. 
Gilbert & Barker Mfg. Co. Toronto, Canada 
West Springfield, Mass. 


Gentlemen: 
Please send me brochure on the Gilbarco Electronic Tank Gauge. 
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| 
| 
| 
| 
| 
| 
| 
| 


ADDRESS. siniiicinieeapidiclinabeteiboin RENE nee 


RE ae) omen 


i 
j 
| 
} 
| 
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NOW YOU CAN MAINTAIN 
100% GREATER ACCURACY 


This coupon will bring you full 
information on a revolutionary 


NEW ELECTRONIC 
TANK GAUGE 


The new Gilbarco Electronic Tank Gauge, the result of 
years of laboratory research and field testing, actually 
measures electronically. No adjustments needed for vary- 
ing specific gravities or viscosities. Can be installed 
without taking tank out of service. Liquid is measured 
with a degree of accuracy never before approached by 
any other method of gauging. And equally accurate 
readings can be made at remote points. Get full informa- 
tion on this revolutionary new gauge today. 

















FOR ALL-AROUND 
DEPENDABILITY 


... for sturdy construction ... for trim 
appearance ... for product protection 


J&L STEEL CONTAINERS ARE 
ALL-AROUND WINNERS 


There are sound basic reasons for the all-around 
dependability of J&L Steel Drums and Pails: 


J&L Drums and Pails are made from 
high quality J&L Steel Sheet. 


J&L Drums and Pails are made with 
care and accuracy in every detail. 


You can obtain J&L Steel Drums and Pails through 
plants located in leading industrial centers. You'll find 
J&L service fast and efficient. 


Sones ¢ Laughlin 


The J&L line includes all types of L RP — By 
Closures and Finishes. Bright, colorful STEEL CO ORATION Pittsburgh 


decorations may be reproduced to 

your specifications. Heavy-duty ICC CONTAINER DIVISION 

Drums. Light-gauge Drums. 55, 30 . 405 Lexington Avenue, New York 17, New York 
and 15 gal. capacity and 100-\b. <= 

Grease Drums. Lightweight Drums for 

Chemical and Powdered Materials. 


1-10 gal. capacity Steel Pails for (4 — 
Foods, Chemicals, Oils. - Ce 
~ “ i | > ie 
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MAJOR OIL 
MARKETERS 
... here's 
the inflator 
everybody likes! 


NELSON 


wamake 
Eg TIRE 


INFLATOR 





MERCHANDISERS LIKE ‘EM because 
they bring customers back, build 
station traffic with faster, more ac- 
curate inflation. 


ENGINEERS LIKE ‘EM because they 
connect to any %” airline —no in- 
stallation headaches. 


SERVICE MEN LIKE ‘EM because 
they’re rugged, can be recalibrated 
right on the airline with no parts to 
buy or exchange! 


OPERATORS LIKE ‘EM because 
they're fast, accurate, easy to use — 
no gauge watching! 


BUYERS LIKE ‘EM because they offer 
truly automatic inflation at less than 
the cost of a good fountain pen! 


APPROVED ON EVERY TEST! 


You can please everybody when 
you specify them for your stations 
—why settle for less? Write today 
for details, prices, liberal trade-in 
allowances. nN 


IVT das 4 


~ PRODUCTS INCORPORATED 





440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 


= 


what they're saying ! 





el ee ee ) 


“Highway congestion where it ex- 
ists is a direct and immediate threat 
to the continued growth of the auto- 
motive aspect of our business. The 
future of our whole economy .. . 
requires the making and execution of 
bold plans to move an ever-increasing 
number of vehicles on both business 
and pleasure missions.” HERBERT WIL- 
LETTS, vice president, Socony-Vacuum 
Oil Co. 


i] 

“Apparently the oil industry has 
adopted a policy of freezing wages, 
a policy of spending all their money 
on larger and fancier facilities, none 
of it on people. I think the oil com- 
panies eventually will regret that de- 
cision.” O. A. KNIGHT, president, Oil 
Workers International Union, C10. 


6° 
“The premium tire is the most ef- 


-fective device yet to make its appear- 


ance for preserving for the dealer the 
opportunity to sell at his normal mar- 
gin, even though price cutting might 
be affecting his regular line of tire 
merchandise.” Howarp N. HAWKES, 
vice president and general manager, 
Tire Division, United States Rubber 
Co. 


6° 

“Whereas atomic power can be ex- 
pected to have a major place in the 
energy picture for the long future, 
considerable time will be required to 
bring it to a competitive level with 
present-day power sources in those 
areas in which it is best adapted.” 
R. G. Fouts, chairman of the board, 
Standard Oil Co. (Calif.) 


69° 
“A good reason car owners don’t 
buy more TBA at their service stations 
is that they don’t know the stations 
sell what they need.” W. J. McCar- 
rHy, vice president, Flannery & Asso- 
ciates, Inc. 
69 
“We are not yet regulating the oil 
industry, thank God!” Emery J. 
WOODALL, Federal Power Commission- 
er, at hearing on plan to convert “Lit- 
tle Inch” pipe line from gas to oil 
products. 


« 
“A few years ago, everyone was 
painting walls, Then the wallpaper 


people set out on a public relations 
program that has made wallpaper 


‘smart’ and in big demand. Frankly, 
oil heat is not ‘smart’ in the minds of 
the public. We must do the same kind 
of promotion job.” WILLIAM ALLMAN, 
president, National Oil Heat Council 


“The effect of federal legislation of 
the natural gas producing industry 
would be a diminishing output, result- 
ing in a decline in the supply of LP- 
gas. This would mean a shortage of 
the fuel.” James E. Prw, director, 
Sun Oil Co. 


ef 


“The individual who today is near 
the bottom of the economic hill can- 
not time his punctures or battery fail- 
ures to coincide with his paydays.” 
T. G. WHILE, manager Budget Sales 
Dept., Goodyear Tire & Rubber Co. 

e° 


“Unless the imports situation im- 
proves considerably between now and 
January, I intend to introduce legisla- 
tion to limit imports, So far as I can 
see, it’s the only remedy—if importers 
do not restrain themselves.” PRICE 
Danie, U. S. Senator, Texas. 

+) 


“When we come to mere adjust- 
ments and tune-ups, only half the own- 
ers bother to go to their car dealer. 
Here the independent (garage) gets 
24% of the business, the service sta- 
tion 11%, and the do-it-yourself fans 
account for 14%.” R. A. ROBINSON, 
director of research, Crowell-Collier 
Publishing Co. 


6° 


“The industrial potential of home- 
grown oil could carry Western Canada 
into new phases of economic develop- 
ment. In time it could make the prairie 
provinces rival the older, more indus- 
trialized eastern provinces.” OLE BERG, 
Jr., president, British American Oil 
Co. 


69 

“The opinion of automotive en 
gineers is that transmissions, crank- 
cases and front wheel bearings will 
be sealed in the not too distant future, 
say in two to five years. If that hap- 
pens, what becomes of service rev- 
enue? Isn’t the only avenue open to 
all of us—that of the expansion of 
our TBA sales and service?” GEORGE 
R. MILLER, vice president and man- 
ager of retail sales, Richfield Oil Corp. 
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What year, would 
you say it was? 


It was the year when Alexander Graham Bell inaugurated long 
distance telephone service between New York and San Francisco . . . 
when “The birth of a nation” was produced by D. W. Griffith . . . 
when the Lusitania was sunk by a German submarine. 


We remember that gasoline sales had 
finally passed those of kerosene and, 
particularly, that it was the year when 
Gulf began the long and costly experi 
ments which led to the development of 
the Alchlor process—and Gulfpride Oil 

You said the year was 1915? Right! 


That was 40 years ago and Gulf is a 
much bigger company in a much bigger 
industry now than then. The oil in 
dustry has reached maturity as a busi 
ness but is still blessed with the vision 
to ensure a long, bright future for itself 
with untold benefits for everybody 


Gulf Oil Corporation * Gulf Refining Company ° Pittsburgh, Pa. 
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Testing tank car linings is a scien- 
tific job at General American. Our 
Research and Development Laboratory 
runs "commodity tests" on every 
liquid carried in GATX tank cars. ‘ 
These two-way tests examine the 
effect of the lading on the linings 
and fittings of the cars—as well as 
the effect of the car interiors on 
the ladings. They determine the best 
linings, parts and replacement parts 
for more than 200 different types of 
GATX tank cars. Results are also 
used by our mechanical department in 
setting standards and times of 
inspection for each car. 


A large, fully-equipped laboratory 
supports General American's main- 
tenance, design and production 
departments in building and operat- 
ing the 48,000 car GATX fleet. The 
"lab" is one of the facilities that 
aids General American in giving 
shippers more dependable service for 
transporting liquids in bulk. 


Car repair shops throughout the U.S.A. 
Offices in principal cities 


inside information on GATX tank cars 











GENERAL AMERICAN TRANSPORTATION CORPORATION 
135 South La Salle Street - Chicago 90, Illinois 
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By Leonard Castle 


Commercial Account Puzzle 


Probably the most aggravating prob- 
lem to most Midwest jobbers continues 
to be price cutting on sales of gasoline 
to commercial consumer accounts. 
Jobbers charge that a handful of major 
suppliers is responsible. 

rhis complaint, which has _ been 
building up gradually for the past 
three or four years, created more 
heated discussion than any other topic 
at the recent annual meetings in Chi- 
cago of the National Oil Jobbers 
Council and the API’s Jobber Ad- 
visory Committee. 

The majority of Midwest jobbers 
are violently opposed to asking any 
governmental agency to investigate 
any branch of the oil industry. 

It was with reluctance, therefore, 
that most Midwest representatives at 
the NOJC meeting voted to ask the 
Federal Trade Commission, the De- 
partment of Justice and Congress to 
investigate “discriminatory and cut- 
throat price practices” by supplying 
companies in sales to commercial con- 
sumers, 

For Drastic Action—But most job- 
bers feel that something drastic must 
be done, and done right away, if they 
are to retain any commercial business. 
They are willing to wait a few weeks 
to see whether there’s any improve- 
ment as a result of the NOJC and 
Jobber Advisory Committee meetings. 

Unless evidence is forthcoming soon 
that the jobbing segment is to be per- 
mitted to compete—at a reasonable 
profit—for commercial business, you 
can look for Midwest jobbers to insist 
that NOJC follow through with its 
plan of seeking aid in Washington. 


The feeling of many Midwest job- 
bers is pretty well outlined by H. F. 
Horning, executive secretary of the 
Northwest Petroleum Assn., in a bul- 
letin to members. A former president 
of Northwest, C. H. Arnold of Fargo, 
N. D., spoke on commercial accounts 
at the API Jobber Advisory Commit- 
tee meeting. 

Varied Views — “The thing that 
amazes us in this matter,” Horning 
writes, “is that there is absolutely no 
unanimity of policy or opinion as be- 
tween major companies. One major 
executive abhors the practice of steal- 
ing gallonage from small business at 
these ridiculous costs. But he hastens 
to add that it is the sole business of 
that guilty company. We just wonder 
if Uncle Sam believes that. 

“Another executive suggests that 
each jobber consult with his own sup- 
plier about the matter. A fat lot of 
good that would do. His own supplier 
never does these nasty things. And this 
man also informs that he is pressured 
by their sales force. What we'd like to 
suggest is that the sales force ought to 
be pressured by the home office to stop 
being volume-greedy 

“Still another man said that ‘going 
to Washington’ isn’t the answer,” 
Horning continues. “Well, maybe not. 
But it seems to us we've tried every- 
thing else except a public naming and 
public shaming, and the mess is worse 
than ever. We'd hazard the guess that 
the jobbing segment will have to judge 
for itself whether or not a trip to 
Washington is indicated.” 

What Could Happen Horning 
warns jobbers that they could be 
permanently crippled because if the 
trend continues they might end up 
with nothing but a few service station 
accounts. 

“Add to that the fact that the 
farmer can buy as cheaply, or cheaper, 
than the dealer tank wagon, and you 
will understand what the future could 
hold for you,” he says 

“You jobbers have been anything 
but co-operative in the past when we 
have asked you for information and 
facts. You just sit back and expect 
someone else to do what you ought to 
be rushing to do—to tell us about the 
accounts you have lost, to whom, at 
what prices, when.” 

Horning urges all jobbers who have 
lost commercial accounts to submit 
details to Otis H. Ellis, NOJC’s Wash- 
ington counsel. 

“This fight is for you,” he declares. 
“It has gotten to be a nationwide fight, 
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and you are going to have to swing a 
fist or two in your own behalf.” 


School Support 


Jobbers at the Midwest's first man- 
agement institute, sponsored by the 
Wisconsin Petroleum Assn., are en- 
thusiastic over results. Their reaction 
indicates that Wisconsin, as well as 
other Midwest states, will be sponsor- 
ing additional Distributive Education 
courses. 

[Twenty-nine Wisconsin jobbers, 
back at school for three days on the 
Madison campus of the University of 
Wisconsin, studied such subjects as 
“National Scope of Jobber Problems,” 
“Human Relations for Jobbers,” “An- 
alyzing the Job,” and “Jobber Ac- 
counting.” 

Some reactions: 

Don P. Neverman, Neverman Oil 
Co., Marinette—“I believe it was most 
worth while . . . covered a variety of 
subjects . . . all important to the job 
ber... I would suggest . . . a separate 
two or three day course for account- 
ants, ... a wide field. I like the sug- 
gestion for a jobber panel There 
seemed to be considerable interest 
among jobbers for the swapping of 
information and I believe a good deal 
of it did go on during the “bull sessions’ 
in the dorm. I believe that a session 
on advertising would be most useful, 
since many of us must write our own 
copy and use our own Originality to 
come up with something new and dif- 
ferent.” Neverman also favors a ses- 
sion On insurance 


L. F. Boeck, W. H. Pugh Oil Co., 
Racine—‘“The benefits obtained from 
the lectures and group discussions 
were well worth the time spent. But in 
addition, it gave us the opportunity of 
becoming better acquainted with our 
fellow jobbers and an exchange of 
ideas was the result. It would be my 
suggestion that this same course, with 
modifications suggested by the group, 
be adopted as a basic or first year 
course. An advanced course with more 
time allotted for the exchange of ideas 
among jobbers, plus lectures and dis- 
cussions, should also be arranged.” 

John I. Kaiser, Eau Claire Golden 
Rule Oil Co., Eau Claire—"| have just 
finished going over the notes I took 
while at the business institute and the 
more I think about the school, the bet 
ter I like it... . In too many instances 

we forget the fundamental basic 
principle of ‘selling ourselves’ first. . . . 
I liked the practical, live discussion 
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BOWERS 


BATTERIES 


woyS 


BOWERS BATTERY & SPARK PLUG CO., READING, PA 





ALUMINUM 
LADDER SECTIONS 


Sate—-Strong—Durable——Light 
Rot Proof—Warp Proof—Fire Proof 
Long Lasting —Easily Handled! 


FOR FUEL 
OIL TRUCKS 


The ideal ladder for Use 
in Climbing up to outside 
fuel oil tanks! 


Aluminum Ladder Sections 
come in 4-ft, lengths which 
fit snugly together in a con 
tinuous length of from 7 ft. to 
25 ft. They fit nicely into the 
trunk of a car or on a small 
truck where it is not conven- 
jent to carry long ladders. 
Weight of a four foot section 
is 5 tbs. 


Price: 


$10.00 per Section 
F.0.B. Hickory, N. C. 


E. L. HILTS & CO. 


Box 2384 Phone 4821 
HICKORY, N. C. 
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and wonder if more of these could be 
included in future schools. Also, the 
idea of a night ‘bull session’ should be 
of value to all.” 

R. E. Parcel, Parcel Oil Co., Cen- 
turia—‘‘Results of a course like this 
naturally depend on our application of 
the many ideas we were exposed to. 
However, I firmly believe that without 
conscious effort on my part to improve 
my business, [ still find myself using 
much of the information given during 
this course. | want to encourage other 
jobbers to attend. . . . The time, effort 
and expense are negligible when meas- 
urcd against the benefits.” 





By Marvin Reid 





Competition Ahead 


The year 1955 promises to be a 
rough one competitively for oil jobbers 
and commission agents in the South- 
west. 

That seems to be the consensus 
among marketers in Oklahoma, Texas, 
New Mexico, Arkansas and Louisiana. 

This is not to say that 1954 was a 
marketer’s paradise in the area. 
Younger jobbers, especially, say they 
learned the true meaning of a “buyer’s 
market” during the year in some of the 
keenest competition of their experi- 
ence. 

But competitive marketing condi- 
tions probably will be more severe in 
1955, most jobbers believe. 

Last year, widespread retail gasoline 
price wars in the Southwest, especially 
in Oklahoma and Texas, cut into 
profits, 

Farm gasoline business throughout 
the region suffered from inroads by 
LP-gas. 

Competition for commercial or di- 
rect-consumer accounts became keener 
and retail “by-pass” programs gained 
ground. 

Oversupply Blamed—Most of these 
things, the marketers believe, resulted 
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from an oversupply of products. Since 
the majority doubt the supply picture 
will tighten up much in 1955, they 
look for conditions to grow worse, in- 
stead of better. 

There is a fear that retail price wars 
will spread in 1955. 

And many jobbers throughout the 
Southwest say it is becoming more 
difficult all the time for them to meet 
iow bids on direct-consumer business. 
They expect no improvement in these 
conditions this year unless there is a 
sharp turnaround in the supply-de- 
mand picture. 

Marketers depending mostly on 
farm business are convinced that LP- 
gas sellers are just getting into high 
gear in their campaigns to convert 
farmers to their fuel. 

Volume Holds—Despite the sharp 
competitive conditions, most jobbers 
and agents in the Southwest comment- 
ing on ther 1954 business say they 
ended the year doing as much, or 
more, volume than they did in 1953. 

Some, however, found their net 
profits were down. 

This year, most plan to tighten their 
operations to compete more effectively 
for the oil buyer’s business. 

Here is what some of the South- 
west’s jobbers and agents have to say: 

C. D. Brown, commission agent, 
Shreveport, La.—‘‘My total volume of 
business in 1954 
increased over 
1953, principally 
because I added 
several retail out- 
lets. I plan to 
build at least two 
—— and probably 
more — new sta- 
tions this year. 

“I didn’t suffer 
any new losses on 
commercial  ac- 
counts. I took my lumps two years ago 
on these. I lost one or two small farm 
accounts, but my farm business is 
small, anyway. 

“Since I do depend mainly on retail 
sales, I’m holding my breath hoping 
no retail war will break out here. We 
got through 1954 all right, but it may 
be a different story this year. The next 
two or three months will be critical, 
since this is the period we'll probably 
feel the oversupply of gasoline the 
most.” 

Louis Ruffin, commission agent, 
Albuquerque, N. M.—‘My business 
held up fairly well in 1954, although 
we had our troubles holding commer- 
cial accounts and keeping good serv- 
ice station help. I've been building an 

(continued on p. 103) 





C. D, Brown 





LOOK WHAT’S NEW 
with old “TRIED AND TRUE” 


Get more fill-up and service business the way 
hundreds of thousands of service station operators 
have for years—with clean, efficient gas de- 
livery by Buckeye Safety-Fill. These nozzles have 
never been a better investment than they are 
today. They’ve been re-designed with today’s prob- 
lems in mind. 


While their appearance is unchanged, the new 
Buckeye 820A Nozzles are lighter for new ease 

in handling. They need no oiling*. They contain per- 
manent packing* and require no adjustment 

of packing gland. Also, to assure precision and 
satisfaction in performance, we've set up new 
techniques and critical tolerances in manufactur- 
ing, testing and inspection. 


Listed under re-examination service of Underwrit- 
ers’ Laboratories, Inc. May we send details? 


These two features can be incorporated into your 
present No. 820 Satety-Fill Nozzles. Contact your local 
Buckeye distributor or write Buckeye direct, 
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No oiling! 


SEE THE NEW 


Permanent | Bucksye 820 


Pela alate. p 
oie = SAFETY-FILL NOZZLE 
IN THE NEW 


CATALOG NO. 14 


BUCKEYE IRON & BRASS WORKS, Dept. N 

Box 883, Dayton 1, Ohio 

Please send information on the new Buckeye 820 Safety 
Fill Nozzle New Nozzle Nozzle modification. 
| Please send new catalog 


NAME 
ADORESS 


city 








How to Convert 
a Drum-Handling 
Problem into 
CASH ON THE DRUM! 


... Here are five proved ways in which 
Clark trucks and special drum-handling 
devices can change a problem into a profit 


1. LIFT-O-MATIC... 


handles any drum, metal or 
fiber, without use of pallets 











» two types; two drums at a time or 
singly—in tandem or side-by-side; no pallets—fast, safe 











4, KUGHLER 
DRUM 
HANDLER... 


; picks ’em up 
where they 
3. DRUMS on PALLETS... clas 
"em down 
where you 
want them 


easy for standard forks; unit 
load of one, two or four drums- 
vertical position or horizontal 











- ++ To cut handling time and Industrial Truck Division 
storage costs, talk to your Clark dealer about the Cia RK CLARK EQUIPMENT 
drum-handling equipment best suited to your needs. COMPANY 
He’s listed in the Yellow Pages of your phone book. EQUIPMENT Battle Creek 89, Michigan 
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(continued from p. 100) 
average of one new service station a 
year. This year, I'll probably build 
two new ones.” 

Leslie Neal, jobber, San Antonio, 
Tex.—"“My 1956 business was about 


roe ie. | the same as 1953. 





Maybe off just a 
little. We had 
trouble on com- 
mercial accounts, 
and the over- 
supply of gasoline 
made retail con- 
ditions rough. 

“It looks as if 
1955 is going to 
be just as rough 
as 1954. We have 
made up our minds that, to stay in 
business, we'll have to work harder, 
be more aggressive, keep good records 
and know at all times exactly how 
much it costs us to do business. 

“We are going to give our cus- 
tomers superior service in an effort to 
offset weakened price conditions.” 

Johnnie Newell, jobber, Alpine, 
Tex.—‘“My volume was up in 1954, 
but my profit dropped because our 
costs of doing business rose. 

“A drop-off in tourist business the 
past summer hurt us, but this was off- 
set to some extent by a couple of wild- 
cat oil discoveries in our area that 
helped my business. 

“In 1955, we should show an in- 
crease in volume if the tourists will 
start traveling again, and if we can 
get rain in West Texas for the ranch- 
ers. 

“We were fortunate in one respect. 
The price wars which hit West Texas 
last fall didn’t reach us. We are hoping 
we'll be just as lucky in 1955.” 

Clint Elliott, jobber, Pine Bluff, 
Ark.—‘‘My business was up about 12 
to 15% in 1954, 
but God knows 
what 1955 will 
bring. 

“The new prod- 
ucts pipe line 
from Oklahoma 
to West Memphis 
has caused = an 
added oversupply 
problem in my 
area. There is no 
telling what may 





L. R. Neal 


if 





C. Elliott 


happen. 

“As for our own business, we are 
planning to modernize our existing 
service stations this year. We have no 
plans at present to build new ones in 
1955.” 

Reagan Parker, commission agent, 
Lufkin, Tex.—‘*My volume fell off 
about 15% in 1954, compared to 


| 
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1953. But 1953 was an exceptional 
year for us. We had road building and 
other direct-consumer business which 
we didn’t have in 1954 

“Also, retail competition grew keen- 
er, since One major moved into the 
Lufkin area for the first time. We 
were fortunate in having stable retail 
price conditions, although there was 
price cutting about 20 miles from us 
in Nacogdoches. 

“For 1955, we anticipate more re- 
tail and commercial business because 
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a new newsprint plant is being built 
in Lufkin. It is about a two-year con 
struction job. We are hoping retail! 
prices will hold.” 

An Arkansas jobber, who prefers 
to remain unidentified—‘‘The year 
1954 was fair for us until the new 
products pipe line from Oklahoma to 
West Memphis went in. During the 
latter part of the year, material was 
being quoted out of terminals at Ft 
Smith, Conway and West Memphis, 
Ark., to any buyer who could take a 


NOW» your choice of [WO TY / 


CAS Lt: a ee LO) | te FO) 
UTILITY CANS 





Now, in addition to the riveted bail, 





you may order famous G. P. & F. Dome 
Top Utility Cans with a welded bail. 
Both types are designed for easy carry- 
ing, with plenty of “knuckle clearance” 
over the filler cap. And, of course, both 
types have the same strong body and 
double-pour spouts that have made these 





A SALES BUILDER! 


cans best-sellers from coast to coast. 


CAN BE USED ANYWHERE! 


G. P. & F. Dome Top Utility Cans (in solid colors or lithographed 


with your design) have scores of uses. 


On the farm, in the garage, 


in the home, at the lake... these containers help your customers... 


build good will for you. In 5-gallon and 40-pound sizes. 


complete information ! 


Write for 


GEUDER, PAESCHKE & FREY CO. 


475 NORTH ISTH STREET 7 


MILWAUKEE |, WISCONSIN 


felephone Division 4-3000 
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part or full transport load of gasoline 
at the same prices jobbers had to pay. 
“This meant that station operators 
could buy at the jobber’s price. 
“I do not know what the future 
holds, as long as these conditions 
exist,” 





By Raymond E. Bjorkback | 


Oil-Gas Battle Brews 


Oil heat forces are forming to do 
battle with natural gas along the lat- 
ter’s New England pipe lines. 

New oil groups have risen from 
Meriden and Hartford, Conn., to Bos- 
ton to fight alongside year-old units 
in the Greenwich and New London, 
Conn., areas, 

Their members have been hurt by 


high-powered gas selling, sparked by 
extensive newspaper advertising. At 
Greenwich, for example, the gas com- 
pany has advertised new furnaces, in- 
stalled, for $1.95 a month—-about the 
price of the average oil burner service 
contract. And the oil heat men don’t 
like it. 

Largest of the new groups will repre- 
sent most of eastern Massachusetts, 
and expects to have a war chest of 
$100,000 to $150,000. 

Its nucleus will be nine existing oil 
trade groups, including New England’s 
two largest. 

Executives of those two—Donal M. 
Sullivan, Independent Oil Men’s Assn. 
of New England, and Fred Beckwith, 
Oil Heat Institute of New England— 
have been named to an incorporation 
committee with J. Leonard Johnson, 
president of the New England Fuel 
Dealers Assn., and Frank Larkin, exec- 
utive president of the Retail Fuel In- 
stitute. 

Co-operating associations are the 
South Shore Fuel Dealers, Brockton 
Bulk Plant Operators, Malden Fuel 
Dealers, Massachusetts Oil Heating, 
and North Shore Fuel Dealers. 

A joint committee headed by Thom- 
as J. Scott, general manager of Buck- 
ley and Scott, Watertown, Mass., has 
been laying the organizational ground- 
work for several months. 

This contemplates a public relations- 
advertising program blanketing the 
counties of Plymouth, Norfolk, Suf- 
folk, Middlesex, Essex and part of 
Worcester. 

Much of northern Connecticut is 





SAFE-FILL@® nozzle plugs 
permit faster filling under 


—. instead of b OMe 
? vented SAP PIL Braet 
oles off at a th 
pronimarel ¢? unde P.S. to stand | 
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SAFE-FILL® TAPERED NOZZLE PLUG 


(Reg. U.S. Pat. Off. No. 2545233) 


Because SAFE-FILL plugs are 
pecmancer, you need no other 
fitting 
constructed of syn- 
car rubber designed 
up under long, hard 
usage in contact with oils, 
gasoline and similar liquids. 


GUARANTEED for 1 year 
against defects in workman- 
ship or material, under nor- 


Plug Only Bi) $1.95 Each, 
Hy Ay’ With Safety Valve (B2) 
$3.95 Ea. 


VAR 


or wrenches, 

















DEALER'S PRICES B2 
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Nozzle Tube, WITH VALVE 














Sold Through 
Leading Jobbers 


Manutoctured by 


MANUFACTURING ORs: 


AVE NEW HAVE? 








represented by the new Northern Con- 
necticut Oil Heating Assn. More than 
80 jobbers and dealers are in this 
group. 

At Meriden, Conn., the new Meri- 
den Oil for Heat Assn. has more than 
25 members. Another group is getting 
set at Middletown, Conn. 

The Connecticut Petroleum Assn.’s 
natural gas committee has been instru- 
mental in forming these Connecticut 
units. Committee chairman is William 
FP. Briggs, president of Valley Oil Co., 
Middletown. 

In their second seasons are the New 
London Fuel Dealers Credit Assn. and 
the Fuel Oil Assn. of Southwestern 
Connecticut. 





Insurance Giveaway 
When it comes to giving something 


away to the motorist, the gasoline 
selling business on the Pacific Coast 
appears to be without equal. 

Latest gimmick to seek a toehold in 
the service station industry is a stamp 
plan that gives the customer $1 worth 
of term life insurance for every $1 of 
purchase made—with a message. 

The message is that the plan is op- 
erated by and for a non-profit philan- 
thropic foundation. 

Called PIC (for Purchasers Insur- 
ance Certificates), the plan is reminis- 
cent of the “Tebco” automobile 
accident insurance giveaway that 
flourished and then faded in 1953-54 
(see NPN, May 13, 1953 and Aug. 11, 
1954). 

Tebco ran into trouble for two rea- 
sons: Too many customers had acci- 
dents, and station attendants got 
bogged down in the paperwork in- 
volved. 

PIC should not suffer from those 
particular ills. The insured’s death is 
a prerequisite to payment of insur- 

(continued on p. 107) 
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“SCL” Lubricants are used and recommended 
by the majority of the leading axle, automotive, 
bearing, and gear manufacturers. 


This “SCL” Concentrate is an extreme pressure 
additive which produces “SCL” lubricants that 
give “extra” protection to all types of enclosed 
gear units—hypoid—spiral bevel — helical, etc. 


For more than 25 years “SCL” has provided ideal 
lubrication for truck fleets, buses, passenger cars 
and taxicab fleets, for farm machinery, railroad 
drives, earth moving equipment, general indus- 
trial gearing and miscellaneous applications. 


“SCL” Lubricants exceed most Automotive 
Gear Manufacturers Specifications 


In exacting tests"SCL” lubricants met all require- 
ments for running at high speeds and excessive 
torque conditions. “SCL” lubricants also pro- 
vide maximum protection, are anti-foaming, non 
corrosive and rust inhibiting. 

“SCL” Concentrate is used to impart extreme 
pressure characteristics to calcium, sodium and 
lithium greases. 

ELCO “SCL” Concentrate combined with your 
base stocks will solve your extreme pressure 
lubrication problems. 


Write, wire or phone for further information. 





JENNINGS ROAD & CLEVELAND 9, OHIO 


DENISON AVENUE , 
For more than 25 years ELCO has served the Oil Industry 
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NEW CHEVROLET TRUCKS 


engineered and designed 
with your profit in mind! 


Everything about these new Chevrolet trucks spells 
profit! Their low cost, their stamina and dependability, 
even their traditionally higher resale value! 


COST LESS TO BEGIN WITH 

That's right, Chevrolet brings you America’s lowest- 
priced line of trucks —so you save right from the start. 
The beauty of it is, you go right on saving! With the 
high compression ratio of Chevrolet's three great 
engines, you register more miles on the job for each 
tankful of gas. You can count on fast starts; easy 
pulling up steep grades. You stay on schedule and 
keep the profits coming in on time! 


COST LESS TO MAINTAIN 
That's because of the rugged strength and stamina 
engineered into every new Chevrolet truck. They stay 
on the job longer (actual owner reports prove it!), 
cutting your maintenance costs right to the bone. Look 
over the many advance-design features in the next 
column and you'll begin to see why. 

Your best bet is to talk trucks with your Chevrolet 
dealer. He'll tell you all you want to know about these 
Chevrolet profit-makers! . . . Chevrolet Division of 
General Motors, Detroit 2, Michigan, 


CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


THREE GREAT ENGINES —The “Jobmaster 261” 
engine* for extra heavy hauling. The “Thriftmaster 
235” or “Loadmaster 235” for light-, medium- and 
heavy-duty hauling, TRUCK HYDRA-MATIC TRANS- 
MISSION* — offered on 4-, %- and 1-ton models. 
Heavy-Duty SYNCHRO-MESH TRANSMISSION — for 
fast, smooth shifting. DIAPHRAGM SPRING CLUTCH 
—positive-action engagement. HYPOID REAR AXLE 
—for longer life on all models. TORQUE-ACTION 
BRAKES —on all wheels on light- and medium-duty 
models. TWIN-ACTION REAR WHEEL BRAKES—on 
heavy-duty models. DUAL-SHOE PARKING BRAKE— 
greater holding ability on heavy-duty models. RIDE 
CONTROL SEAT*—eliminates back-rubbing. LARGE 
UNIT-DESIGNED PICKUP AND PLATFORM STAKE BODIES 
—give trip-saving load space. COMFORTMASTER 
CAB — offers greater comfort, convenience and 
safety. PANORAMIC WINDSHIELD —for increased 
driver vision. WIDE-BASE WHEELS —for increased tire 
mileage. BALL-GEAR STEERING —easier, safer han- 
dling. ADVANCE-DESIGN STYLING—rugged, hand- 
some appearance. 


*Optional at extra cost. Ride Control Seat is available on 

all cabs of 1',- and 2-ton models, standard cabs only in 

other models. "'Jobmasier 261’’ engine available on 2-ton 

models, truck ydra-Matic transmission on '/-, Yar and 
l-ton models, 
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(continued from P. 104) 
ance, and there is scarcely any paper- 
work. 

How It Works—When a customer 
makes a $5 purchase at a retail outlet 
featuring PIC, he is handed five $1 
stamps entitling him to a year’s life 
insurance for that amount. If it is his 
introduction to the plan, he also gets 
an application for insurance that 
doubles as a mailer to Constitution 
Life Insurance Co., Los Angeles. 

The application has spaces for up 
to 100 stamps of various denomina- 
tions from 25¢ to $25. It asks the ap- 
plicant a half dozen questions con- 
cerning his health—“Anyone in good 
health at time of application between 
the ages of one and sixty-five can be 
insured . . . no medical examination is 
required.” 

When the customer fills his blank, 
he mails it to Constitution. The policy 
is in force from the date it is received 
there. 

PIC applicants may accumulate up 
to $2,500 worth of insurance, repre- 
senting an equivalent amount of pur- 
chases. Because the units of insurance 
expire gradually, the customer has an 
incentive to keep on accumulating 
stamps. 

His objective then is to main- 
tain a given amount of insurance 
indefinitely through repeated purchases 
from retailers carrying PIC. 

When Constitution processes the ap- 
plication, it sends the customer a 
policy. As the insurance company re- 
ceives additional stamps, it sends 
the policyholder paste-in certificates 
which raise the value of the policy ac- 
cordingly. 

Suicide is the only cause of death 
not covered, In two years of pilot op- 
eration in a handful of retail outlets 
in Oxnard, Calif., including a service 
station, the plan experienced just one 
death. 

Cost of Plan—The merchant's cost 
is 3% of whatever stamp values he 
gives away. 

If he gives away more than $50,000 
worth per month, his cost drops to 
2% %. 

The difference between the cost of 
the stamps and the cost of the premi- 
um becomes PIC’s profit—but the plan 
is owned by the Missionary Founda- 
tion, Inc., of Pasadena. Proceeds go to 
charitable work. The foundation, 
established by Willard H. Allen, mil- 
lionaire real estate man and investor, 
aims to make its money in private 
enterprise rather than have to appeal 
for contributions. 

Allen’s idea is to build free-care 
cancer hospitals and orphanages with 
the foundation’s earnings. 


By William Kearns 


More Gas Lines 


[ranscontinental Gas Pipe Line 
Corp. of Houston has applied to the 
Federal Power Commission for au- 
thority to build new facilities costing 
$38,316,000 to increase natural gas 
deliveries by 69,380,000 cfd. to 32 
existing customers in Georgia, Ala- 
bama, the Carolinas, Virginia, Dela- 
ware, New Jersey and Pennsylvania. 
The proposed project would include 
approximately 292 miles of line par- 
alleling sections of Transcontinental’s 
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existing system in Louisiana, Missis- 
sippi, Alabama, Georgia, the Caro- 
linas, Virginia, Maryland and Penn- 
sylvania. 


Planning Ahead 


Ihe southeastern district of the Oil 
Industry Information Committee held 
its quarterly meeting in Atlanta to re- 
view Oil Progress Week, which it 
called “very successful,” and to dis- 
cuss plans for the coming year. J. S. 
Morrison, southeastern division man- 
ager for the American Oil Co., is dis- 
trict OLLC chairman. 


Sales Clinic 


Some 900 Shell sales personnel of 
the Atlanta division—Georgia, Florida, 
South Carolina and Tennessee—at- 
tended a two-day sales workshop in 
Atlanta in November. The workshop 
was under the direction of R. D. Kizer, 
southeastern division manager and J. 
C. Hopkins, division sales manager. 
The sessions were conducted by N. H. 
Miles, assistant sales manager, O. F. 
Minor, retail manager, and C. J. 
Smith, assistant advertising manager 
all from Shell’s headquarters office in 
New York. * 


NON-SNAPPING CAT-PLASTIC 


Pennants 








PER 25-40. SET 
’. ©. 8. 
IMDIANAPOLIS 
Quantity Discounts 


Here is today’s best buy in pennants, It’s our famous 
Type 75, combining all-weather durability and a 
new low cost, Made of full 4-gauge polyethylene 
plastic, double-sewed to cloth tape. Twelve 12” x 
18” flags in each 25-ft. set. New deep, fade-resistant 
colors—red, green, yellow, blue. Ready to put up. 
Other style pennants also reduced. 


Fite 


CATALOG! 


Shows our complete line of station display material 
—widest selection available anywhere. 




















ATH 


201 Printcraft Bidg. 
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Indianapolis 4, Indiana 








Your service station business can 
be more successful and profitable ~— 
and there’s a man who can show 
you how, 


But first, look over the list of business 
subjects at the right. Perhaps there is 
a subject you want to know 

more about. Or maybe some item 

on this list represents a problem. 


If you want information, call in a 
Sinclair Representative. He'll be glad 
to discuss any or all of these 
important subjects with you. He knows 
them thoroughly, and his experience 
is yours to call upon. 


Remember: one talk with a Sinclair 
Representative can mean thousands 

of extra dollars in your gross income 
next year! Call the nearest Sinclair 
Representative, or write Sinclair 
Refining Company, 600 Fifth Avenue, 
New York 20, N. Y. 


Ask about the Sinclair TBA Franchise — 
featuring Goodyear, the greatest name in rubber. 
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. MANAGEMENT FOR PROFIT 


a) Business management of a service station 
b) Analysis of station sales potential 

c) Profit and loss, tax and credit control 
d) Personnel management and analysis 


. STOCK MANAGEMENT 


a) Recommended stocks and turnover 
b) Importance of location 
c) How to take advantage of seasonal sale patterns 


. LUBRICATION SERVICES AND EQUIPMENT 


a) How to build customer confidence 
b) Establishing “full profit” regulars 
c) Technical training for more profitable lubrication 


. PROFIT-BUILDING REVENUE SERVICES 


a) How to develop “one-stop” selling procedure 
b) Training personnel for complete servicing 


. SALES EXPOSURE 


a) Sales promotion in your own neighborhood 
b) How to make advertising pay off 


. MODERN STATION SALES METHODS 


a) How to make transient trade more profitable 
b) Selling car-owners in your own area 
c) Creating a selling spirit in personnel 


SINCLAIR 
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WORRIED about a “slow pay” account, Dealer Harry M. Myers 
of Bremerton, Wash., phones credit bureau 


FOG FILE has the account tagged as a bad credit risk, a sign 


that others had trouble collecting 





call. 


How FOG Helped a Dealer 


Here’s what happened when Myers made a test 


A man called him on Tuesday, saying he had 
just been transferred from Portland, had yet to re 
ceive his last check from his old job, and would be 
paid on his Bremerton job on Friday. Could he 
have stove oil on credit until then? 

Myers—inclined to grant credit—called FOG to 
test the system. He learned that the applicant ap- 
parently had lived in Bremerton all his life and used 
a similar approach before. Several dealers had sent 
in reports about him. They added up to this: He is 
a bad credit risk 


BAD RISK pays up with Myers when she discovers that other 
dealers in the area have refused her credit 





The “customer” didn’t get the oil from Myers. 








Dealers Unite to Check Credit Risks 


Washington OHI’s plan, a success in Seattle, 


spreads to other cities in 


to join, Spokane to come 


Fuel oil dealers in Washington have 
fewer bad credit risks on their books 
than ever before as a credit checking 
plan instituted in Seattle by the Oil 
Heat Institute of Washington spreads 
throughout the state. 

Large and small dealers are par- 
ticipating in the credit clearing sys- 
tem. In Tacoma—which not long ago 
became the fifth city in the state to 
adopt the plan—some 40 dealers are 
participating through the office of the 
Tacoma Fuel Oil Dealers Assn. 

OHI predicts that each city of any 
size in the state, where the OHI has 
members, will have a credit agency 
before the year is over. Spokane is 


state—Bremerton latest 


in by midyear 


expected to adopt the plan within six 
months. Like Seattle and Tacoma, Spo- 
kane will have a separate central credit 
office just for fuel oil dealers. In 
smaller cities, such as Bremerton, deal- 
ers work through their local credit 
bureaus. 

All Join — Bremerton, a city of 
about 30,000 across Puget Sound from 
Seattle, became one of the latest to 
adopt the system, following Yakima 
and Mount Vernon. Every oil man in 
the Bremerton area—commission men 
as well as dealers—signed up on a 
“package deal” in the Kitsap County 
Oil Dealer’s Assn. 

The package, costing from $11 a 
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month (for a one-truck operator) to 
$60, covers membership in OHI and 
the Kitsap County Credit Assn.—-and 
a dinner a month. 

Bremerton is finding dealers more 
diligent in asking for credit informa 
tion than in giving it, but time is cor 
recting this situation. At the monthly 
dinners, each dealer discloses the 
names of a few of his worst credit 
risks to see if others in the group have 
had experience with the same ac- 
counts. Office workers also attend to 
become better acquainted with credit 
problems and procedures. 

Here’s how the Bremerton system 
works, When a dealer finds a customer 
is “slow pay”, usually after 60 days, 
he fills out a detailed form, supplied 
by the OHI through the credit associ 
ation, mails the original to the bureau, 
and keeps the carbon. At the bureau, 
the information is put on a strip file 

Can Check Other Files—A dealer 
asked for credit calls the bureau to 
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fuel oil 


check the FOG (fuel oil group) file. 
Credit presumably is good if the ap- 
plicant’s name is not on file, although 
a dealer may request the bureau to 
check its other files or even with other 
cities if he knows the applicant re- 
cently came from another community. 
If the name is on file, the bureau 
gives the dealer all the information to 
guide him. 

Whenever a slow payer squares his 
account, the dealer notes this on the 
carbon he has retained and then mails 


it to the credit bureau to keep the 
risk’s file up to date. 


“The usual result of the system,” 
says Harry M. Myers, Bremerton deal- 
er, “is to force the applicant back to 
the company from which he first 
bought oil to improve his credit rat- 
ing.” Myers, manager of Bremerton 
Oil Delivery, is one of the founders 
of the Bremerton group in his capacity 
as OHI membership committee chair- 
man. 


OVER 400 TIRE JOBS 
IN ONE WINTER— 
in a town of 1000! 
1000 in 


Northern Michigan, the gas station 


In Frankfort, a town of 


and new car dealership operated by 
the Nickson Brothers deskidded over 
400 tires during the first winter they 
had a John Bean Skid-Defier. Fred 
Nickson is shown putting his Skid- 
Defier into operation on another 
“profitable service job." 


GO FOR MORE PROFITS... 


with a 


BEAN 





A rugged, easy-to-operote unit that 
will pay for itself in a short period, the 
Skid-Defier cuts circumferential or cross 
slits and mud or snow cleats automati 
cally. It will earn you the same new 
profits that it is currently earning for 
operators all over the country. Ask your 
John Bean Jobber or mail the coupon 
today for full information 


HERE’S A NEW FEATURE 


New patterned groover attachment will cut 
two sizes of zig-zag grooves in worn tread. 
Con be purchased as an attachment for any 
Skid-Defier made since 1947, of can be pur- 
chased as a complete unit. Ideal for adding 
soles appeal to worn tires. 


JOHN BEAN DIVISION, LANSING 4, MICH. 

[] Please arronge a Free Demonstration for me. 

( Please send me information on the John Bean 
SKID-DEFIER. 

NAME... 

ADDRESS... 


ciry 
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JOHN BEAN DIVISION tne 


Food Machinery and Chemical Corp. 
LANSING 4, MICHIGAN 


WHEEL ALIGNERS + WHEEL BALANCERS 
TIRE DE-SKIDDERS + STEAM CLEANERS 
CAR WASHERS * HEADLIGHT TESTERS 
ACCESSORIES AND ALLIED TOOLS 


Small Dealer Hit —- According to 
Myers, it’s usually the small dealer 
who gets “taken in by the deadbeats.” 

“He’s the guy who can least af- 
ford it,” Myers says, “and our system 
—because it is so easy to use—should 
be very helpful in this regard.” 

One selling point that had the Bre- 
merton dealers anxious to join the 
credit checking plan was the success 
Seattle dealers had in cutting down 
the percentage of bad debts ratio per 
100 gal. sales. 

In 1948—before the plan was 
adopted in Seattle—-dealers there had 
bad debts that accounted for 0.048¢ 
per 100 gal. of oil, which sold for 
$12. Last year, when 100 gal. sold 
for $14.60, bad debts were held to 
0.005¢ per 100 gal. In other words, 
the ratio of bad debts to oil sales had 
dropped from .004% to .0034%. To 
Seattle dealers, this meant an annual 
saving of $3,100. 

The bad-debt ratio was also a prob- 
lem in Tacoma before that city went 
into the credit checking plan. There 
the ratio was twice as high as that of 
Seattle. The situation was cleared up 
as a result of the plan’s operations. 

The new Bremerton system will 
have to go some to better Myers’ pre- 
sent bad-debt ratio, which was .002% 
last year. But Myers’ operation differs 
from others in the areas because its 
emphasis is on the sale of black oils 
to industrial accounts. & 


Fuel Oil Use Drops 


The use of fuel oil by electric 
utility power plants continued to de- 
cline in October, according to reports 
of the Federal Power Commission, 
while the use of coal increased slight- 
ly and natural gas rose sharply. 

Fuel oil use was 21.6% below Octo- 
ber 1953; coal use rose 1.1% and 
natural gas consumption was 12.4% 
above the previous period. 
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He helps teachers 


in 54,000 
classrooms 


Radio was barely out of the earphone stage 26 years ago 
when a new program was beamed from a San Francisco 
studio. It featured a string trio and was based on the idea 
that good music, when clearly understood, could entertain 
and teach, too. Actually, only 72 Western schools had radio 
sets then, but with that performance the Standard School 


Broadcast was “on the air. 


Today, when Conductor Carmen Dragon lifts his baton, 
it’s “‘time for the Standard School Broadcast” in over 
54,000 classrooms through the West, Alaska and Hawaii. 
Counting children, teachers and home listeners, the pro- 


gram reaches a weekly audience of nearly 1!%4 million. 
That string trio has grown to a symphonic orchestra 
with a dramatic cast, choral group and guest vocal and 
instrumental artists. Selections range the musical alpha- 
bet from symphony to jazz. Each year’s course follows 
a carefully planned outline published in a manual sup- 


” 


= 2 » 


plied to teachers by Standard to serve as a guide in 
blending music-enjoyment with subjects like art, litera 
ture, social studies. Now in its 27th year, the Standard 
School Broadcast is radio’s oldest education program, 
heard today over more than 100 stations. Its goal is to 
help Western children gain an absorbing new interest in 
a broader 


the world’s good music, and —through music 


knowledge and understanding of the world around them. 


Listen to the Standard School Broadcast every Thursday. 
Check your newspaper radio log for the time and station. 


STANDARD OIL COMPANY OF CALIFORNIA 
73 yea ry of, planning ahead lo sewe you teller 
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Now!A Coil Built for 






















































































WHEREVER 


112 

















WHEELS 


TURN 


rT] 


NEW DELCO-REMY MODEL 1115400 
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A GENERAL MOTORS PRODUCT 











COPY RIGHT 1955---DELCO-REMY DIVISION, GENERAL MOTORS CORP. 


A UNITED MOTORS LINE 





DISTRIBUTED BY WHOLESALERS EVERYWHERE 


OR 


PROPELLERS 


SPIN 
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Gub-Lero Weather 


IGNITION COIL ANSWERS “BLUED POINT” 


PROBLEM AT LOW TEMPERATURES 


Here’s the engineered answer to winter starting troubles 
resulting from burned distributor contact points in 6-volt 
systems—the new Deleo-Remy Model 1115400 ignition 
coil. This special-duty unit solves the problem at the source 
by protecting the contact points from excessive primary 
currents which cause destructive oxidation. With a Model 
1115400 coil on the job, contact points continue to operate 
at summertime efficiency even in sub-zero weather, thus 


assuring easier starting, better ignition, longer point life. 


Here’s more good news! A Model 1115400 ignition coil 
will also keep contact points working more efficiently at 


, 


all temperatures in “‘problem”’ installations such as taxi- 
cabs, door-to-door delivery trucks, and other vehicles 
customarily operated at low speeds and subject to exces- 
sive engine idling. The reason is the same—prevention of 


excessive primary current means less point deterioration. 


The new Model 1115400 is the latest addition to the famous 
Delco-Remy line of oil-filled service coils—has all of the 
“eight ways better’ features, too! The complete line is 


available everywhere through United Motors distributors. 


CTRICAL SYSTEMS 


DELCO-REMY @e DIVISION OF GENERAL MOTORS ¢ ANDERSON, INDIANA 


WHEREVER WHEELS TURN OR PROPELLERS SPIN 


January, 1955 + NATIONAL PETROLEUM NEWS 113 





You get 


S, 


? 


safety, 
economy 
when you get 


EVER-TITE 


QUICK 
COUPLINGS 


Ever-Tite Couplings 
give you connections 
that are always 
tight...safe...fast. 


No sliding 
rings; absolute 
tightness is pre- 
determined in 
manufacture by 
positive gasket 
compression. 


You just slip the 
coupler over the 
adapter, and close 
the handles. 

If you want to make 
it fast, make it 
Ever-Tite—the first 
choice where per- 
formance is the first 
consideration, In 
stainless steel, bronze, 
aluminum, steel and 
malleable iron. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Standard 


Adapter and 


Coupler 


EVER-TITE 
Adapter and 
Coupler 
for 
Tank Car 
Unloading 


EVER-TITE 
Coupling 
Elbow and 
Check Valve 
Unit 


| —4) fuel oil 


Oil Heat Men Ask Majors’ Aid 


National Oil Heat Council is 

approaching major oil compa- 
_nies for a considerable share of 
the financial backing for its pro- 
posed national promotion of oil 
heat. 

Just how much that share will be 
| still is an Open issue. At a meeting of 
| the council with men from several ma- 

jor companies early last month in New 
York, NOHC President William All- 
man asked that they contribute 50%. 
But later developments have changed 
the picture. 

When Allman, a Gary, Ind., jobber, 
presented the tentative assessment 
plan, the breakdown was: majors 
50%, fuel oil jobbers 20%, burner 

| manufacturers 10% and all other 
groups who have a stake in fuel oil 
| 20%. 

During the discussion 

plans were put forth: 


two other 
| @ A major company fuel oil man 
| suggested the council try for 75% of 
| the cost from the majors in order to 
get the program going. 

e A group of council members rec- 
ommended a levy of 0.5¢ bbl. of dis- 
tillate sales on refiners, to be tied with 
contributions of other groups as an 
eventual goal when the promotion 
program expands. 

Percentage Out—But talks among 
council members later brought the 
conclusion that an attempt should be 
made to obtain an “equitable distribu- 
tion” of the costs, with no percentage 
figure set for any group. 

Presumably, major companies will 
be asked to carry most of the load at 
the outset—depending on how fast 
pledges come in from jobbers and 
other groups. 

Selvage, Lee and Chase, the public 
relations and advertising firm hired to 
lay out the program, says a minimum 
annual budget of $846,000 is needed 
for three successive years to do an 
effective job. NOHC plans to kick off 
the campaign as soon as cash and 
pledges totaling $500,000 are in the 
treasury. 

About 40% of the total budget 
would go for a schedule of full and 
half-page advertisements in national 
magazines such as Life, Better Homes 
& Gardens, American Home, House 
Beautiful, House and Garden and 
Living. Along with this would go 
regular schedules in architectural and 
builder trade publications. 

Howard Chase of Selvage, Lee and 
Chase pointed out that 75% to 85% 
of the readers of “shelter” magazines 





(about the home) are home owners 
and that 65% of those who read Life 
and other mass magazines own their 
homes. 

Another 20% of the budget would 
go for local selling and promotion 
campaigns. 

Other Promotion—This is what the 
money will cover, in addition to maga- 
zine advertising and operating ex- 
penses: 

——Mats for daily and weekly news- 
papers. 

—Local 
ideas. 

—Banners and other fuel oil truck 
promotion devices. 

—Training programs, including 
“how-to” slide films and other aids. 

—Direct mail promotion cam- 
paigns. 

—At least one motion picture for 
local showing, plus TV and radio spot 
announcements. 

—Oil heat window displays and 
displays for builder shows. 

A big factor in urging higher con- 
tributions from major companies is 
the investment being made by many 
jobbers in local programs. Faced by 
the fact that about 65% of 1954’s 
new home heating went to gas, more 
and more local jobber organizations 
are backing advertising campaigns. 
Several members of the council indi- 
cated there is an unwillingness to con- 
tribute further to a national fund. 

The council’s plan, as advanced by 
Allman, is to take a portion of the 
funds raised by these groups for local 
promotion into the national treasury, 
without soliciting members individu- 
ally for NOHC. 

Backing Them Up—aAllman cites 
the national advertising plan as a way 
of “rounding out” selling work being 
done on a local basis. He says: 

“People who read oil heat ads spon- 
sored by local businessmen have a 
tendency to say ‘So what?’ But if these 
are backed up by displays in national 
magazines, it will lend credence to our 
argument. 

“The national program is not meant 
to supplant local promotion, but to 
stimulate it. It will build the jobbe:.’ 
morale and give them the feeling they 
are part of a national effort being 
backed by all elements of the oil heat- 
ing industry.” 

A tentative deadline of Feb. 1 has 
been set up for decisions and con- 
tributions by major oil companies. 
NOHC is aiming for the $500,000 
to set the ball rolling by May 1. & 


dealer aids and selling 
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Martin D. Ghotlos of Pitts- 
burgh, Pa. (right) and friend 
admire a “grandfather” battery 
equipped with U.S. Peerless 
Separators. 


10% YEARS OF 


10% years of constant service 
make this battery a Methuselah. 
Its owner finally “retired” it 
because a slight crack had de- 
veloped near the positive post. 
But the battery was still giving 
trouble-free service under all 
operating conditions. How come? 


Well, the battery was equipped 
with U.S. Peerless Microporous 
Rubber Separators, made by 
United States Rubber Company. 
These are so durable that they 
will actually outlast the plates. 


ift; is 


CONTINUOUS SERVIC 


thanks to U.S. Peerless Microporous Rubber Separators 


They are unaffected by over- 
charging, heat, battery acid or 
plate pressure. And because 
Peerless Separators have high 
porosity, they deliver in cold 
weather 20% more cranking 
speed and 10% more starting 
power when needed most; in hot 
weather, there is protection from 
overcharging. 


The sure-fire way to build and in- 
crease battery sales is to stock 
and sell batteries equipped with 
U.S. Rubber Peerless Separators. 


i® -4) 


as s 
E. ” 


UNITED STATES RUBBER COMPANY 


Electrical Wire and Cable Department « Rockefeller Center, New York 20, N. Y. 
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WITH LOAD ready to go, Affron (right) 
has final talk with a driver 


VIEW of terminal shows pipe lines, storage tanks, office- 
garage, and loading rack. Railroad siding can be developed 


RAILROAD FLOAT, now a barge dock, can take river ice punishment better than an 
open-pile dock. By extending barge into river, Affron can handle tankers, too 


ian 7a 
wee 


at late date to handle tank and box car traffic, if needed. 
There's also room for expansion of all facilities 


River Terminal: Boon to Inland Jobbers 


Jerome 8. Affron, 35-year-old 
fuel oil distributor in the mid- 
Hudson River valley at New- 
burgh, N. Y., is developing a 
public storage river terminal that 
promises to eclipse his present 
enterprise in size, investment 
and income. 

He is offering 
chance to: 

@ Make barge-lot purchases of 
product, giving jobbers the advantage 
of low-cost quantity buying during the 
off-heating season. 

e Store product at the terminal or 
haul it to their bulk plants, 

e Sell it during the heating season, 
when fuel oil costs are higher, giving 
jobbers an initial inventory profit. By 
buying off-season to sell during the 
period of high demand, jobbers can 
save as much as 0.25¢ a gal., according 
to Affron. To a jobber who handles 2 
million gal. a year—the type of op- 
erator Affron hopes to attract—it 
could mean a saving of at least $5,000 
a year, 

By using the terminal, jobbers in 
the area also will cut truck operating 


inland jobbers a 
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costs. Many jobbers within Affron’s 
area now truck product in from ter- 
minals in the New York harbor area. 
Flexible Setup—Fuel oil jobbers are 
not the only ones who will use the 
terminal, according to Affron. The 
layout is flexible enough so that with 
slight changes it could handle: 
Any type of liquid—vegetable 
oils, for example. 
Tankers in addition to barges. 
—Railroad traffic—tank cars and 
box cars—for oil or gasoline storage, 
TBA warehousing, and shipping for 
major marketers in the area who do 
not have storage or warehousing fa- 
cilities. 


WHAT'S AHEAD 


“The terminal will take four to five 
years to develop,” Affron says. By 
that time, it could have 16 tanks with 
a total capacity of 8 million gal., or 
fewer tanks with greater capacity— 
depending on the demand for storage. 

“When fully developed, the terminal 
will represent an investment of $500,- 
000.” Today, it is about $100,000. 


Affron is confident that the area 
around Newburgh will develop on a 
wider scale as: 

1. The New York State Thruway— 
now completed as far south as New- 
burgh—is extended into New York 
City. 

2. The Interstate Parkway—linking 
the Bear Mountain area just south of 
Newburgh to the Jersey end of the 
George Washington Bridge—is com- 
pleted. 

3. The Newburgh-Beacon bridge— 
now in the test boring stage—is built. 

Already many real estate develop- 
ments have sprung up around New- 
burgh, the city Affron calls the “gate- 
way to the Catskills.” 

New industry also is expected to 
come in to complement Du Pont’s 
synthetic fiber plant, Stroock’s ladies’ 
coat plant, and the American Felt and 
National Gypsum plants. 

Jobbers serving these new home de- 
velopments—and the ones that are to 
come-——need a terminal to store their 
product. With his terminal located on 
water, Affron says, jobbers will be able 
to use the cheapest form of transpor- 
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AFFRON checks over itd unted 
pumps that push product to rack 





tation—barges—to bring their prod- 
uct into the Catskill area. 


PROPERTY 


To begin operations, Affron needed 
a waterfront spot that wasn’t marshy; 
the subsoil had to be firm to support 
the load of the full tanks. 

He found what he wanted—a plot 
of ground 400 feet square—in New 
Windsor, a community south of New- 
burgh. The land was purchased last 
June and cost $12,000. 

The property adjoins the New York 
Central’s West Shore Division railroad 
tracks, where there is a siding Affron 
can use if railroad connections are 
needed. 

So far Affron has developed the 
northern end of the tract because it 
has higher ground. The southern end 
will be filled in as the terminal ex- 
pands. 


BARGE DOCK 


At the southeastern corner of the 
property, an old railroad car float— 
(continued on p. 119) 
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ADVANTAGES to inland jobbers are shown by this map. No longer is it necessary for 
them to haul product by truck from terminals in the New York harbor area 
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WIGGINS 
DOUBLE PONTOON 
FLOATING ROOFS 


Safest Storage for Your “Liquid Assets” 


Performance records prove that Wiggins 
Double Pontoon Floating Roofs soon pay 
for themselves in liquid conserved. Only 
Wiggins Double Pontoon Floating Roofs 
have every important feature for maxi- 
mum conservation... safest operation... 
low-cost maintenance. 


Triple Seal increases conservation savings and adds 
extra safety. 

Multiple gas-tight pontoon compartments increase 
safety, strength and buoyancy. 

Simplified design gives strength with minimum 
trussing, making inspection and maintenance easy. 
Complete, clean drainage reduces corrosion 
problems. 


Get the full story on the General American-Wiggins system of 
petroleum liquid conservation by writing us on your letterhead 
for the new Wiggins Manual WP-14. 


Wiggins Double Pontoon Fiocating Roofs, Dry Seal Gashoiders, 
Lifter Roofs, Cone Roofs 








ae 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 SOUTH LA SALLE STREET 


“a 


CHICAGO 90, ILLINOIS 
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(continued from p, 117) 

260 ft long and 40 ft wide-—serves 
as the barge dock. Purchased from a 
structural steel contractor who used 
it te assemble part of New York 
Thruway’s bridge over the river at 
South Nyack, the barge was sunk 
at the terminal in water 6 ft deep at 
the shore end and 16 ft deep at the 
river end, 

Affron needed Army Corps of En- 
gineers’ permission to use the barge; 
he also followed their instructions in 
anchoring it so that tides and ice jams 
wouldn’t move it. 

The river end of the barge is about 
400 ft from the shore line. A wall on 
open-type supports links the barge 
to the shore. 

Damage _ Resistant—Affron offers 
this reason for the car float instead of 
the open-pile dock: Ice floes in the 
river during the winter cause severe 
damage to any open-pile dock. One 
major marketer south of Affron’s 
terminal—with an open-pile dock— 
has trouble with ice jams every winter. 

The ice near the shore line will not 
effect the barge-to-shore walk because 
the ice there usually remains solid. 

Affron does not own any barges 
nor does he plan to purchase any; 
he’s not interested in transporting 
product, only in leasing tankage. 

By extending the dock into deeper 
water, tankers could be handled, ac- 
cording to Affron. 


PIPE LINES 


Two 6-in. welded steel pipe lines— 
each 800 ft long—carry the barge- 
pumped product from dockside to the 
tanks. 

Affron’s lines “cross” the railroad 
tracks without too much extra expense 
and trouble by using a railroad culvert. 
Had he located the dock farther to 
the north—and nearer to his present 
tanks—he would have had to dig un- 
der the right-of-way. Since he plans 
a separate line to each of his tanks, 
this would mean extra cost every time 
a new line is added. 

New York Central’s only stipula- 
tion: Encase the lines in 10-in. steel 
pipes. Affron complied. 

Each line can handle the 100,000 
gph rate that barges usually pump 
product. 

Under the present plan of operation, 
the lessee will not own any part of 
the pipe line. 


TANKS 
Two welded steel tanks represent 
the terminal’s present 1,100,000 gal. 
capacity—as well as its first two cus- 


tomers. One tank, holding 500,000 
gal. of No. 4 oil, is leased to Affron’s 
distributing company, the Affron Fuel 
Oil Co. Inc. 

The other tank, holding 600,000 
gal. of No. 2 oil, has been leased 
since October to Monarch Oil Co., a 
jobber in Monticello. 

Before Monarch leased storage at 
Affron’s terminal, it trucked product 
from the Passaic River in New Jersey 
to its bulk plant, a distance of ‘about 
100 miles. By using the Hudson River 
terminal, the trucking distance has 
been cut to about 40 miles. 

And since Monarch picks up prod- 
uct 2 to 4 times a day, it has been 
able to slice truck operations costs. 

More Tanks Coming—Tanks can 
be erected ready for use within 90 
days after leasing arrangements have 
been completed. Additional tanks may 
be erected shortly if Affron's negoti- 
ations with two prospects pan out. 

No tank settling problems have 
been encountered so far. Affron does 
not expect any trouble with the addi- 
tional tanks because he thinks the land 

-formerly used as a brick yard dump 

is firm enough. 

But he’s taking no chances. Each 
tank rests on a base of 10 in. of run- 
of-bank gravel and 2 in. of sand. 

Leasing—Affron would like to con- 
fine his tank capacity to 500,000 gal. 
each. A barge load usually takes care 
of 400,000 gal., leaving about 100,000 
gal. in a tank as a reserve. But he'll 
build and lease tanks of greater ca- 
pacity if he’s asked to. 

Although declining to reveal the 
terms of a typical lease arrangement, 
Affron says the throughput per gal. is 
a flat figure. And leases can run from 
four years up. 

Diking—At present, local fire regu- 
lations On fuel oil storage do not re- 
quire diking. But if there is ever a 
need for diking, Affron plans to erect 
earth dikes, 

Because he does not yet store gaso- 
line, Affron is not required to provide 
any fire protection system. He does 
plan, however, to install extinguishers 
at strategic points. 

Affron plans to install hot-well heat- 
ers in the tanks to handle No. 6 oil. 


PUMPS 


[here is no pump house at the 
terminal nor does Affron plan to erect 
one. Pumps—one for each tank—are 
mounted outdoors on a concrete slab 
They are exposure-proof and weather- 
proof Ingersoll Rand _ centrifugals 
driven by 15 hp General Electric mo 
tors. 

They draw product at 500 gpm from 
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fuel oil 


the tanks through a 6-in. pipe to the 
pumps and then through a 4-in, un- 
derground pipe to the loading rack 
on the west side of the property, a 
distance of less than 300 ft. Strainers 
have been installed on either side of 
the pumps. 

Pumping rates and loading arrange- 
ments—including bottom loading for 
gasoline if it’s desired—-can be varied 
to meet the specific requirements of 
a lessee, Affron says. 


LOADING RACK 


Only one loading rack has been 
built, with a spout for each tank, 
Product goes into tank trucks through 
4-in. loading arms after passing 
through Neptune meters. 

[wo more tanks can be handled 
at the present rack. Affron has de- 
signed his terminal in units of four. 

Round-the-clock operation is avail 
able. All the lessee has to do then is 
to unlock his pump, load, lock it up 
and drive away. 


OFFICE AND GARAGE 


A 30x70-ft cinder block building 
serves as the office and garage. 

Because Affron doesn’t plan to keep 
any records for his tenants, the office 
is designed so that part of it can be 
rented out to anyone who does want 
to keep track of his gallonage 

The garage has been laid out in two 
units. One unit will be able to handle 
four of Affron’s present fleet of five 
fuel oil trucks, 

Because this space will be open, 
truck motors will be kept warm dut 
ing idle time by electric motor heaters. 
There is space at one end for garage 
expansion, 

The second unit is enclosed and 
heated. It is there that Affron plans 
to handle truck repairing and washing 

What prompted Affron to go into 
this venture? 

“It’s something | always wanted to 
do,” Affron says. “When Sun Oil Co 
came along last summer and asked 
me to handle their fuel cil business 
in this area that gave me the extra 
push I needed. As it was, | was after 
additional storage space for my fuel 
oil business.” 

Until Sun named Affron its dis 
tributor last summer, Affron had about 
400 fuel oil customers, mostly indus 
trial accounts, Sun added 700 home 
heating accounts. As a result, his fuel 
oil company’s terminal—with a ca 
pacity of 1,200,000 million gal.—-was 
beginning to get too small. It is almost 
certain that fuel oil operations will 
be transferred to the terminal area 
before long = 
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~ Rotary Frame Pick-Up Liff 








Speeds repair and brake work, too... 
makes all service jobs more profitable 


Users of the Rotary Frame Pick-Up Lift report it saves 
up to 60% of the time required for lubrication jobs on 
other lifts. On repairs and brake work this utility lift 
also saves time and enables attendants to do a better 


job. It’s so fast and versatile, in fact, some planned two- 


bay service stations are being converted to one-bay, 
using only the Frame Pick-Up Lift to handle all jobs. 





Inexpensive to buy . . . to install . . . to maintain 
Initial cost and installation of the Rotary Frame Pick- 
Up Lift are in line with other standard single-jack lifts. 
It’s far more profitable, though, because it’s fast and 
efficient for all types of work. 
ROTARY, the original manufacturer of hydraulic 
auto lifts... and still the leader 


it’s a lubrication lift! 














Maximum 


“OMpact (46” 
rame Pick. Jp Lift 

POints of ONtacy 

Parts 2, “out in 


Su 


Ough lubrication 
fomatic Tansr); 
Sions 4nd f, 


FRAME PICK-UP LIFT 
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Turntable Ups Canning Rate 


Shell Oil Co. expects almost double production 
at its Sewaren, N. J. motor oil canning plant with a 
“traffic circle” turntable invented by a plant employe. 

Wtih the new device, two boxcars of empty cans 
may be unloaded at the same time. The cans are 
taken by two conveyor belts to the turntable, de- 
veloped by George Radich, a 19-year employe of the 
plant. The turntable feeds the cans in a steady flow 
to the canning machine—on the same principle by 
which a traffic circle feeds cars from two roads onto 
one main highway. 

Before the turntable was developed, the plant 
had a long-standing bottleneck—there was no way 
to provide an uninterrupted flow of cans from the 
source of supply over the single conveyor belt to the 
canning machine. 

Shell engineers predict high popularity for the 
device, which the company is willing to license for 
manufacture. 

Circle No. 1 on Reply Coupon 











in units. One of the clamp-in valves 
can be installed without removing the 
tire from the wheel. The tool is de- 
signed for installing the snap-in valve, 
by pushing it into the valve opening 
from the outside of the rim. Dill 
Manufacturing Co., 700 E, 82nd St., 
Cleveland 3, Ohio. 


Circle No. 4 on Reply Coupon 


High-Power Battery 


lo meet the needs of certain mate- 
rials handling operations, Edison has 
developed a nickel-iron battery for use 
in electric lift trucks with high power 
requirements and _ limited battery 
space. The company claims 25% more 
power for the battery than for its pre- 
vious model and says, though it is 2'2 
in. higher, it will fit most battery boxes 
now using the former model. Positive 
tubes of the battery contain flakes 
made of pure nickel alternated with 
layers of nickel hydrate. Negative 
pockets contain iron. Storage Battery 
Division, Thomas A. Edison Co., Inc., 
West Orange, N. J. 
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Steam Cleaner 

A high-pressure steam cleaner is 
designed for removing road oils and 
asphalt, plus oil tank cleaning and 
other heavy-duty jobs. The cleaner 


Meters Handle LP-Gas 


A new liquefied petroleum gas 
meter, in 1S and 50 gpm capacities, is 
designed for use in bulk plants, on 
tank trucks and in vehicle refueling 
operations, It is available with straight 
reading, totalizing or ticket-printing 
dials. Working parts are stainless steel, 
hard carbon and Teflon. The body is 
cast steel. Underwriters’ Laboratories 
approve the meter for working pres- 
sures to 250 psi, says the manufacturer. 
Bowser, In 1300 Creighton Ave., 
Fort Wayne 2, Ind. 

> 
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uses a pump for pressure instead of 
steam, providing up to 300 Ib. pressure 
for cold-water jobs without lighting 
the burner. The unit is available in 
both oil and gas-fired models. Oil-fired 
units are available in stationary, 
caster-mounted and _trailer-mounted 
models. Malsbury Manufacturing Co., 
845 92nd Ave., Oakland, Calif. 


Tubeless Valves, Tool 


Three new valves for tubeless tires 
and an installation tool have been 
added to the Dill line. The valves in- 
clude one snap-in type and two clamp- 


Lighted Oil Display 


Day-and-night motor oil merchan- 
dising at the pump island is the big 
attraction in an illuminated display 
unit. The display is designed to har- 
monize with dispensing pumps and 

(continued on p. 125) 
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THREE OUTSTANDING 
“PHILLIPS” 283 TES 


AR-6 


An all aluminum Area 
flood light using six 100 
Watt rapid start tubes 
Ideal for NON - GLARE 
FLOOD LIGHTING that 
will give efficient driveway 
illumination in all kinds 
of weather. 


Aluminum framed doors 
available at a slight addi 
tional cost 


IR-4 


An all aluminum island 
light using four 100 Watt 
rapid start lamps. For wide 
area NON-CLARE PUMP 
ISLAND LIGHTING. New 
exclusive curved reflector 
provides for a new peak 
of illumination efficiency 


Aluminum framed door and 
spot equipment available 
at a slight additional cost 


OAL Series 


The conventional 24° and 26” wide underside angle lite furnished in 
units of 4° and 8 lengths. Mounted on solid support channel for 
extension from 4° to 120° and longer with rigidity 


STAINLESS STEEL FRAMED DOORS and spot equipment adaptors each 
6 inches lengthwise across top as standard equipment 


OSCAR PHILLIPS 


glo-rite lites 


MANUFACTURERS OF SERVICE STATION EQUIPMENT SINCE 1910 


5600 VINE STREET CINCINNATI, OHIO | 
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This Leland 

Explosion-Proof Motor 

(6 HP., polyphase, fan-cooled) 
drives a gasoline loading pump 
all year long, safely, reliably, 
completely exposed 

to the elements. 


Slashing sand, drenching rain, icy winter snow, and 
scorching summer heat are no problems at all for 
this tough Leland Explosion-Proof Motor—or any 
of the many thousands like it, in constant outdoor 
service throughout the nation. 


Creative Leland engineers, backed by more than a 
generation of experience in producing the finest, 
have designed it for complete reliability—under con- 
ditions that would ruin an ordinary motor—to defy 
weather’s worst. With a long tradition of extra atten- 
tion to every detail of design, manufacture, and 
inspection, Leland has built a reputation for depend- 
able, ‘‘He-man”’ motor power that is unsurpassed. 


Since Leland first created an explosion-proof motor, 
over 30 years ago, the Leland line has been con- 
tinually improved and expanded—to offer you a 
complete range of rugged explosion-proof motors 
from 1/6 to 5 horsepower, in single phase, poly- 
phase, and direct current—standard or special. 


Wherever hazardous volatiles pose a problem— 
wherever you need a motor you know you can 
depend on, join the thousands who look to Leland 
for real he-man power. Get in touch with one of 


our many experienced sales representatives, . 
or write The Leland Electric Co., 

Division of American Machine & 

Foundry Company, Dayton 1, Ohio. 


*Underwriters’ approved for Class |, Group D hazardous locations 
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other station equipment. It centralizes 
display, can openers and concealed 
disposal for empty cans. The illumi- 
nated sign topping the unit at eye level 
is available with a standard sales slo- 
gan. Signs with special advertising 
messages will be furnished at extra 
cost with orders for less than 10 units 
or free with orders of more than 10. 
The merchandiser also can be supplied 
without illumination. Bennett Pump 
Division, John Wood Co., Muskegon, 
Mich. 

Circle No. 5 on Reply Coupon 


New Ratchet Wrench 


Duro has designed a new ratchet 
wrench that can be “disassembled for 
cleaning in 10 seconds, has only 11 
parts and comes in three sizes. It takes 
a new bite every seven degrees,” the 
manufacturer says, and the compact 
head goes easily into restricted places. 
The wrench is made of alloy steel. 
Duro Metal Products Co., 2649 Kil- 
dare Ave., Chicago 39, Ill. 

Circle No. 6 on Reply Coupon 


Tough Seat Covering 


Trucks, taxis and other operations 
where durability is a top requirement 
are the markets for a new vinyl-coated 
upholstery fabric. Two features of the 
material are flexibility over a wide 
temperature range and high abrasion 
resistance. The vinyl coating is on a 
sateen base. The fabric is available in 
several textures and colors, including 
blue and rust in a tweed fabric repro- 
duction. E. J, du Pont de Nemours & 
Co., Wilmington, Del. 
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Driveway Snow Plow 


The service station is one of the 
markets for which a new snow plow 
is designed. Clamps that attach the 
plow to the front bumper of a car or 
small truck are lined to protect the 
bumper’s finish. Swivel riding wheels 
to maintain clearance between the 
plow blade and driveway surface are 
optional attachments. TVig-Ore, Inc., 
59 Seabring St., Brooklyn, N. Y. 
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‘Bomb’ Kills Oil Odors 


Fuel oil route drivers can carry a 
new deodorant “bomb” in their pockets 
to kill fuel oil odors when spills occur 
Ihe deodorant is designed to wipe out 
unpleasant oil odors with one light 
application, leaving no stains or mess 
One can is said to cover 348 sq. ft., for 
an average of 58 normal applications 
per can. Stewart-Hall Chemical Corp., 
550 South Fulton Ave., Mt. Vernon, 
N.Y. 
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Non-Sparking Wrench 


A pipe wrench line is being made 
with sparkproof jaws for use on gaso- 
line tank trucks, around bulk plants 
and in other hazardous areas. The 


equipment C— 


wrench, available in 14, 18, 24 and 
36-in. sizes, is made of aluminum al- 
loys. Substitution of beryllium-copper 
insert jaws for steel jaws makes it non- 
sparking. The wrench is reported to 
weigh only about half as much as all- 
brass non-sparking wrenches of the 
same size. Frontier Bronze Corp., 
4864 Packard Rd., Niagara Falls, 
iN. FT. 
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For Fill Safety 


A new tight-fill connection for un- 
derground storage tanks is designed to 
accelerate flow as much as 33% and to 
eliminate hazards of overflows, blow- 
backs and escaping vapors at ground 
level. The inlet end of the couple 
elbow has a built-in, sight-flow glass 
recessed into the body to avoid break- 
age. The glass enables the operator to 
identify the product and check flow 








e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ information Service 
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330 W. 42nd St., New York 36, N.Y. 
Your inquiry will be forwarded to the manufacturer. Void after March 25, 1955. 
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INDIANA 





Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
ind polis 4, Ind 











NEW JERSEY 








EQUIPMENT 
for the 
OIL INDUSTRY 


Rebuilt 
PUMPS—METERS—REGISTERS 
e 
PARTS FOR MOST PUMPS 
* 
TEN HOEVE BROTHERS 
359 McLean Bivd., Paterson, 3, N. J. 








NEW YORK 





RENICK & MAHONEY, INC. 


380 Second Avenue 
NEW YORK 10, N. Y. 
Bulk Plant—Truck Tank and 


Service Station Equipment 
Member of National Association 
Of Oil Equipment Jobbers 











EDWARD JOY COMPANY 


605 Canal St., Syracuse, N. Y. 


STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe G Fittings, Brunner Air Com- 
pressor, Granberg Meters G Pumps, Phil- 
ips Lights, Adamson Oil Storage Tanks, 
ECO Tirefiators, Ever-Tite Couplers, 
Rectorseal Pipe Dope, Tokheim G Bennett 
Farm Pumps 


VERN CLAPP 


(big-eshot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 











OHIO 


4 Gasboy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


EQUIPMENT SALES COMPANY 
164 E. Exchange Street, Akron 4, Ohio 











during the filling operation. The 
coupler elbow moves in a 360-deg. 
arc, OPW Corp., 2735 Colerain Ave.. 
Cincinnati, Ohio. 
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Degree Day Aid 

Major oil companies and large fuel 
oil jobbers can use a new weather in- 
strument for making their own degree 
day computations. The device meas- 
ures winds to 85 mph, 360-degree 
wind direction and temperatures from 

40 degrees to 120 degrees above 
zero, Weather men point out that wind 
velocity affects fuel consumption and 
may cause it to vary from that indi- 
cated by standard degree-day readings. 
The outside unit is connected electri- 
cally with the desk-top indicator unit 
designed for use inside the office. Air- 
craft Components, Inc., Benton Har- 
hor, Mich, 


Circle No, 12 on Reply Coupon 


‘Trouble-Light’ Models 


A crack-resistant, pistol-grip handle 
on the light unit is a feature of Cordo- 
matic’s new line of drop-light reels for 
under-hood and under-body work. The 
chrome reflector has a swing-open 
guard designed to permit bulb chang- 
ing without removing screws or 
clamps. Other features are a kink-re- 
sistant neoprene cord and a lifetime- 


lubricated, reel-locking mechanism. 
The unit can be plugged into a regular 
wall socket and is available with cord 
lengths of 20, 30 or 40 ft. Vacuum 
Cleaner Corp. of America, 1922 
Spruce St., Philadelphia 3, Pa. 

Circle No. 13 on Reply Coupon 


LITERATURE ————_ 


Folder on Tanks 
The Service line of storage and truck 
tanks are pictured and explained in a 
new folder promotion piece. The com- 
pany manufactures underground and 
above-ground storage tanks, basement 
and skid tanks and truck tanks, pri- 
marily for use in fuel oil delivery. 
Service Welding & Machine Co., 700 
EL. Main St., Louisville, Ky. 
Circle No. 14 on Reply Coupon 


Battery Clip Facts 


An outline of the features of the 
new “Hippo-Clip” for booster batteries 
and fast chargers is given in a free 
circular. The circular gives details on 
materials and construction, explaining 
the design of the clip jaw, made to 
lock on large battery terminals in sev- 
eral positions. The clip and spring are 
lead-plated and designed to resist cor- 
rosion, Mueller Electric Co., 1585 E. 
31st St., Cleveland 14, Ohio. 

Circle No. 15 on Reply Coupon 


Lift Information 


Specifications and other information 
on the Rotary line of hydraulic lifts 
is given in descriptive material on 
models of roll-on lifts for lubrication 
and oil changing; free-wheel lifts for 
lubrication, service jobs and repair 
work; truck and bus lifts; and special 
mechanics’ lifts in three different ver- 
sions to provide accessibility for repair 
jobs. Rotary Lift Co., Memphis 2, 
Tenn. 

Circle No. 16 on Reply Coupon 


Descriptive Folders 


Manufacturers of the Oilco line of 
oil marketing equipment are issuing 
four-page folders giving complete in- 
formation on individual products, as a 
supplement to the Oilco catalog. The 
folders are designed to give customers 
who are interested in only a few prod- 
ucts more information about those 
products than can be found in the 
catalog. Each folder includes illustra- 
tions and mechanical drawings of the 
product covered, plus information on 
how to install, use and repair it. Oil 
Equipment Manufacturing Co., 3100 
Vermont Ave., Louisville 11, Ky. 

Circle No. 17 on Reply Coupon 
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Dean Collins 


Dean Collins, Soe 
Edward D. ¥ d 
Propps and Her- — 
bert M. Logan 
take Over as new 
district managers 
for Rockwell 
Manufact uring 
Co.’s Meter and 
Valve Division. 
Collins, former 
sales engineer in 
the Tulsa district, H+ M- Logan 
will manage the newly created Shreve- 
port, La., office. Propps moves up 
from sales engineer to replace W. R. 
McLaughlin in the Dallas office, and 
Logan, also a former sales engineer, 
relieves Roy R. Bush at the Tulsa of- 
fice. McLaughlin and Bush have been 
appointed to regional managerships. 
The Dallas sales office now is a district 
as well as regional headquarters and a 
new branch office has been set up at 
Midland, Tex. 


G. Allen Lovell is assistant general 


manager of U. S. Rubber Co.’s me- 
chanical goods division, with head- 
quarters in New York City. The divi- 
sion manufactures industrial and fire 
hose, automotive rubber products, 
plastic pipe and many other industrial 
products. 


Fred R. Paris 
has been named 
assistant sales 
manager of Mar- 
low Pumps Divi- 
sion of Bell & 
Gossett Co. Paris, 
who has _ been 
with the com- 
pany as a district 
engineer for five 
years, will assist 
Sales Manager 
A. F. Woods with sales policy and 
supervise Marlow district engineers 
west of the Mississippi. He will have 
his headquarters at the Marlow plant 
in Longview, Tex. 


F. R. Paris 


E. S. Phelps Dies 


E. S. Phelps, 46-year-old sales man- 
ager of National Hose, Metal Hose 
and Tubing Co., Dover, N. J., died 
Nov. 25 at Morristown, N. J 

Mr. Phelps graduated from Lehigh 
University in 1930 with an electrical 
engineering degree and had been with 
National Hose since 1933. He com- 
pleted a term this year on the Manu 
facturers’ Liaison Committee of the 
National Assn. of Oil Equipment 
Jobbers. 


NEWS OF MANUFACTURERS 


Tank Trailer Plant Open 

Springfield Body & Trailer Co. has 
begun Operations at its new Waycross, 
Ga., plant. The Waycross operation 
employs more than 100 persons and 
produces tank trailers for gasoline, 
butane, propane and other liquids. 
Waycross serves the southern and east- 
ern areas of the U. S. 


Equipment Jobbership Forms 

Harry Slater, formerly associated 
with General Equipment Co., St. 
Louis, Mo., has organized Petroleum 
Equipment Co., 4030 Chouteau St., St. 
Louis. Slater’s firm is a direct factory 
representative for Tokheim Pump Co. 
and Guardian Light Co., and will 
handle a complete line of oil market- 
ing equipment. 


Bulk Filter Agent Signed 


Exclusive rights to the Purolator 
line of bulk filters on the West Coast 


has been granted to Shields-Harper & 
Co., Oakland, Calif. Purolator bulk 
filters are designed for use with gaso- 
line, kerosine and distillates and are 
used in tank trucks, loading racks and 
other oil industry applications 


Trabon Names Distributor 


R. E. Kunz Co., 408 Broad St., 
Seattle, Wash., will distribute Trabon 
Engineering Corp.’s lubrication §sys- 
tems in Washington and the Idaho 
Panhandle. The Kunz firm will super- 
vise installation and maintenance of 
the Trabon oil and grease systems. 
Trabon is located in Cleveland. 


Le-Hi Agency Appointed 

Durrie Sales Co. of Chicago has 
been appointed by Hose Accessories 
Co. of Philadelphia to distribute the 
Le-Hi line of hose couplings, valves 
and accessories in Illinois, Indiana and 
Iowa. Durrie headquarters is at 605 
W. Washington St., Chicago 6, IIl. 
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OHIO 





EQUIPMENT SALES CO. 
164 £. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich 
Air, Oil, Hydraulic and Gas 
Hose and Coupling Service. 
SALES——PARTS ENGINEERING SERVICE 











TULLER CORPORATION 
947 W. Goodale Bivd. Columbus 8, Ohio 
SALES — SERVICE —- ENGINEERING 
Tokheim, Marlow, Blockmer Pumps: 
Ever-tite G OPW Fittings: Neptune 
Meters: Heil Transports: Service 
Truck Tanks: Goodrich Hose: Reels: 

Air Comp. Form G Bulk Storage Tanks. 
Designers G Builders 
Bulk Plants and Service Stations 








PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Pa 


Rutledge Service Station Flood Lights 
GGB Equipment—-Buckeye Valves G 
Fittings 
Granco Pumps G Meters—Air 
Compressors 











E. O. HABHEGGER CO. 


Fairmount Ave. at 24th St. 
PHILADELPHIA, 30 


HABHEGGER 


For The Petroleum Industry 
L NTS 


LA 
TRUCKS—SERVICE STATIONS 








TEXAS 








UNITED PUMP SUPPLY, INC. 
1701 5. LAMAR, DALLAS, TEXAS 
AIRPORT, BULK PLANT, TERMINAL 
AND SERVICE STATION EQUIPMENT 
NAOEJ MEMBER 








WEST VIRGINIA 





SMITH METERS 


H. H. TRUITT 


1403 8th Ave 
Huntington |, W. Va 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip 














Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 
Write today for Advertising Space Rates 
NATIONAL PETROLEUM NEWS 
330 West 42nd Street, New York 36, N. Y. 
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= equipment 
How to Remove 


A vacuum machine heretofore used 
primarily to clean sludge from the bot- 
toms of fuel oils tanks has been adapt- 
ed for service with gasoline storage 
tanks at service stations. 

The machine—called Visa-Clean 
is designed to eliminate: 

~~Passage of water and sludge into 
the customers tank through the gaso- 
line. 

~Maintenance problems on meters 
and pumps caused by product residue. 

—Rusting out of storage tank bot- 
toms. 

The manufacturer says the cleaner 
will save its cost in less than a year 
for a jobber whose stations maintain 
12 or more storage tanks. This assumes 
that the tanks would be cleaned twice 
a year and that cost of an outside 
cleaning job would be $20 or $25. 

In many cases, says the company, 
the machine can prolong the life of a 
tank by removing sludge and water to 
stop rusting that would eat out the 
bottom of the tank. 

The equipment is designed to clean 
tanks without interruption of service 
or removal of stored gasoline. A visi- 
ble gage encased in glass shows the 
operator what is being removed from 
the tank. 

The lightweight, portable units are 
designed for use by a single operator, 
working through the fill opening at 
the top of the tank. PATENTED 

No additional sludge disposal equip- VISA- CLEAN CLEANING HOSE 
ment is required, says the manufac- STEEL & NEOPRENE 
turer. Usual procedure is to discharge 
the sludge into a small tank or drum 
carried along with the equipment. The 
residue then is picked up by a waste- 
oil company. 

The hose that is inserted into the 
tank to draw out sludge is a patented 
flexible unit constructed in one piece, 
with no joints or connections to cause 
maintenance problems. 

All units include a test kit and the 
proper hose lengths. One model 

with explosion-proof features ap- 
proved by Underwriters Laboratories 

can be used to clean both gasoline 
and fuel oil tanks. The second model, 
not explosion proof, is designed only 
for fuel oil tanks. Both operate on 
110 volts. 

All castings for the portable clean- 
ers are of high-tensile aluminum, Dual 
stainless steel strainers protect mech- 
anism from damage by sludge, water 
and rust scale, The manufacturer is 
National Visa-Clean Corp., 5201 Ro- ; ee data oil , 
land Ave., Baltimore 10, Md. i TYPICAL RESULT is this pan of sludge taken from station storage tank 


128 NATIONAL PETROLEUM NEWS * January, 1955 





=} equipment 


Ignition Analyzer Boosts Sales 


A & A Service Station in the Bronx, 
N. Y., put two new men on the payroll 
to handle extra business generated by 
an electronic ignition analyzer during 
the first two months ine device was in 
operation. 

The analyzer, manufactured by 
Joseph Weidenhoff, Inc., Algona, 
Iowa, drew almost 500 customers to 
the station for ignition tests. Many 
of them stayed to buy other services 
a°d products and a considerable num- 
ber became “steadies.” A & A backed 
the machine with heavy promotion. 

With the engine running, the ana- 
lyzer can spot defective insulation on 
rotor-arm, distributor-head and igni- 
tion wires. It checks for condenser 
condition; poor electrical connections; 
contact breaker faults, including in- 
correct gap, weak tension spring; and 
ignition coil and spark plug faults. 

The machine can be bought outright 
for $600. It is available on lease 
under three plans (cost figures are 
approximate): one year, $60 a month; 
144 years, $40 monthly, and two years, 
$30 a month. Leasing cost includes 
service. 


FOUR LEADS connect the analyzer to the 
ignition system. It is designed to deter- 


ELECTRONIC ‘BRAIN’ tracks down ignition 
defects with a cathode-ray tube 


mine the system's margin of reserve and 
to detect many hidden faults 
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whatever .@” 
your 
publication needs... 


Equipment Manuals — Product Cata- 
logs — Handbooks — Training Aids — 
Industrial Relations Literature — Pro- 
cedural Guides — Engineering 
Presentations — and any type of 
technical literature 


use our specialists in ——— 


WRITING . .. EDITING 
ILLUSTRATING . .. PRINTING 


McGRAW-HILL 


Technical Writing Service* 
330 West 42nd St., N.Y.C. 36 
LOngacre 4-3000 





Here's the key to building customer confidence—the National Cash Geed 


Register with item-by-item visual control. 


j 


Mr. Guy A. Wyatt, owner, ex- 
plains below how a National 
System saved enough to pay for 
itself in only 9 months, then con- 
tinued to return this saving as 
extra profit. 


service station layout at Wyatt's Tire and Battery promises 


customers fast service, the kind of service they also receive from 
Wyatt's modern National System. 


“Our @lalional System 
saves us *900 a year... 


pays for itself every 9 months!” 


—Wyatt’s Tire and Battery, Independence, Mo. 


“Previously,” explains Mr. Wyatt, 
“it took us an hour and a half to post 
and balance a day’s business. Now, 
with our National System, we're 
through in fifteen minutes. We re- 
ceive a daily breakdown of sales by 
departments. We also have a total 
showing the number of gallons of 
gasoline sold. Now we know which 
departments are making a profit for 
us and which are not. This is money- 
making information! 


“Our National Cash Register’s me- 


chanical addition of each transaction 
has been a big help to us in building 
customer confidence, for our cus- 
tomers know their purchase is cor- 
rectly totaled. 

“Without considering the hours we 
save on bookkeeping, our National 
System saves us $950 a year, which 
means it pays for itself every 9 months! 
It is definitely tailor-made to our 
business.”’ 

There is a National System spe- 
cially adapted to the needs of your 


service station—one that will give 
you protection that saves money, in- 
formation that makes money. Your 
nearby National representative will 
gladly show you how. Call him today. 
His number is listed» in, the ‘yellow 
pages of your phone book, 4* 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


949 OFFICES IN 94 COUNTRIES 
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in Mooresville, ind., where there are 

many gravel roads, a Pure Oil Co. 
dealer, Leroy Selke, provides free road 
spraying for his customers. With used 
crankcase oil, and the truck and sprey 
rig shown, he lays the dust in front of 
their homes. 

$ 


Shell Oil Co. is sending its dealers 
a card telling thern how many gallons 
of motor oil a station should sell at 
any one of six different oil ratios. The 
figures are for stations of 10 gallonage 
levels, ranging from 10,000 up to 55,- 
000 gal. a month. Text explains that 
average oil usage and car mileage 
make a 1-55 motor oil ratio “a logical, 
obtainable objective.” The 1-55 ratio 
means | gal. of motor oil sold for 
every 55 gal. of gasoline. Good motor 
oil ratios, Shell says, are attained only 
by selling oil changes, not by just 
selling oil by the quart. 


THIS SPACE 
OR YOUR AD 





$e Refining Co., is suggesting that 

dealers draw customers into their sta- 
tion with a free offer of a handy, pocket- 
size mileage calculator. The device con- 
sists of a pair of rotating dial scales, 
with space for dealer imprint. The man- 
vfacturer supplies each dealer with a 
card, to be mailed or distributed door- 
te-door, entitling the holder to a free 
“Mile-O-Dial’ when presented at the 
station. 


Free coffee in the morning and 
lemonade in the afternoon are offered 
to customers at the service station of 
Lou Dagoff (Union Oil dealer in San 
Marino, Calif. When the weather gets 
cold, tea is substituted for the after- 
noon lemonade. Dagott’s TBA ratio 
hits $78 per 1,000 gal. of gasoline 
on a monthly gallonage of around 
30,000. 

$ 


Tire and battery guarantee forms 
are a sales talk in themselves. Charles 
Adams, Standard Oil Co. (Indiana) 
dealer in Cheboygan, Mich., finds it 
pays to tape a blank guarantee on a 
merchandise display in his station. 
Customers do not always realize that 
an advertised guarantee means some- 
thing in writing. 

$ 


“Ol’ Paint,” a toy bucking bronco 
mounted on springs in front of Sin- 
clair dealer Don Waggoner’s station 
in Cheyenne, Wyo., draws customers 
whose families include youthful bron- 
co busters looking for a free ride. 
Young riders are numerous in Chey- 


enne. 


A combination promotion stunt and 
goodwill builder has been used by 
General Petroleum dealer Mario 
Frugoli of Sparks, Nev. As one of 
many local business men helping to 
promote the Truckee River fishing 
grounds, he is the “sponsor” of tagged 
rainbow trout No. 17A. Whoever 
catches the fish with that tag gets $5 
worth of merchandise at his station. 


$ 


Contacts with 1,500 to 2,000 pos- 
sible customers were made in a single 
day by five Sun dealers in Washington, 
D. C. They were joint sponsors of a 
Sunoco booth at a community car- 


nival. 


A mass testimonial was created by 
a Gulf dealer, W. C. Paul, of Mobile, 
Ala., for Gulf’s S.D.L., a gasoline 
additive. He set up a tall cylinder of 
wire netting on the drive into which 
his men toss empty S.D.L. cans as 
silent testimony to the many users. 
Coupled with an incentive plan for 
his employes, sales averaged 10 cans 
a day over a four month period. 
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A self-service tire selector display 

rack is being promoted by Gates Rub- 
ber Co., Denver. A direct mail tie-in in- 
cludes a courtesy discount card and letter 
inviting the customer to come and select 
his tires from the rack at a discount. 
The rack holds one sample tire of each 


six grades. $ 


A time-saver in removing lids of oil 
filters equipped with “T” handles is a 
home-made socket adapter, made by 
grinding. notches in a worn I-in 
socket. Used with a ratchet wrench it 
will turn off the stubborn lids. 


$ 


Eight or nine lube jobs a night are 
picked up by General Petroleum 


















dealer Bill Davis of Carson City, Nev., 
from a nearby motel. The deal: He 
recommends the motel to tourists—the 
motel sends guests to his station. 














Crown Central Petroleum Corp.'s cur- 

rent outdoor boards have an eye- 
catching device in big letters of the com- 
pany’s new “First in Quality” slogen, 
ageinst an all-over background of me- 
tallie gold, The theme wes introduced 
in July. 
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Light and Heavy Fuel Oil Prices Rise 


With early December weather 
15 to 20%) colder than year ago 
in principal consuming areas, 
both light and heavy fuel oil 
prices were higher at supply 
points along Atlantic and Gulf 
Coasts, and there also were scat- 
tered increases in several inland 
districts. 

Shipments were in large volume, 
as evidenced by withdrawals from 
primary storage, and there was gen- 
eral tightening of supplies. More and 
more, primary suppliers were confin- 
ing shipments to regular-customer ac- 
counts, and refusing to offer in the 
open market. Heavy fuels especially 
were tight and supply-short eastern 
buyers reached to California’s surplus 
for supplies. 

As expected, gasoline stocks showed 
the usual seasonal climb. But prices 
geacrally were steady and, in the 
Midwest, supplies tightened at many 
terminal points along the Great Lakes 
Pipe Line to the extent that “dis- 
counts” from delivered prices were 
cut in half, 


PRODUCTS 


Late fall predictions by many in- 
dustry sources of a record heating 
oil season were holding up. Big chunks 
have been taken out of both distillate 
and residual fuel inventories while 
gasoline stocks, though increasing, 
were described as manageable. 


Gasoline 

At mid-December, inventories of 
motor fuels stood at 150.6 million 
bbl., only 260,000 bbl. higher than 
at same time last year. The year-ago 
price trend was easy. Now it's firm. 
And, entering the off season with 
inventories greatly improved, refiners 
generally were hopeful that 1955 
would not see a recurrence of the 
sharp price decline experienced in 
the summer of 1954. 


Distillate Fuels 


Primary stocks of kerosine and 
distillate fuels were down 17 million 
bbl. from early November—from 
175.3 million to 158.2 million bbl. 
In the week ended Dec. 10 alone, 
inventories dropped 8.5 million. At 
124 million bbl. on Dec. 10, stocks 
of distillate fuels were down 2.4 mil- 
lion bbl. from a year ago. 


Residual Fuels 


California stocks held close to the 
30 million-bbl. level. But it was a 
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different story east of the Rockies. 
Increased industrial activity—steel 
mills were operating at 82% of ca- 
pacity as against 60% last summer— 
drew heavily on inventories. 

Eastern seaboard marketers sought 
to supplement their regular supplies 
(from Gulf Coast and Caribbean) 
wherever they could obtain material. 
And California’s surplus proved to 
be fertile ground. Some 1.5 million 
bbl. are slated for West Coast-to- 
East Coast movement. Ordinarily this 
would not be feasible at current level 
of ocean freight rates. But tankers 
moving Venezuelan crude and Gulf 
Coast natural gasoline to the West 
Coast will return with heavy fuel, 
rather than ballast, and consequently 
ship owners are willing to take lower 
than one-way rates. 


REGIONS 
Gulf Coast 


Kerosine, No. 2 fuel and gas oil 
prices were 0.25¢ higher and both 
light and heavy fuel oils were strong. 
Low quoted prices reached 8.75¢ for 
No. 2 oil, 9.25¢ for kerosine. 

Trading was active in No. 2 fuel 
with at least two cargoes reported 
sold “at the low” for December lift- 
ing. Five cargoes were closed on the 
basis of delivered New York contract 
cargo prices. 

Bunker “C” fuel was quoted from 
$1.85 bbl., unchanged, but prices were 
strengthening with several suppliers 
advancing to $1.95. There were un- 
filled inquiries for both cargo and 
barge lots, and some buyers were 
turning to the Mid-Continent for sup- 
plies. 

To obtain heavy fuel, buyers in 
some instances were willing to take 
unwanted gasoline. 


Atlantic Coast 

Advances in distillate fuels sent 
price ranges for kerosine, No. 2 and 
Diesel oil 0.6¢ gal. higher at most 
points north of Norfolk. Heavy fuels 
advanced 7¢ to 16¢ bbl. 

New tank car prices at New York 
harbor were 10.95¢ and 10.2¢ for 
kerosine and No. 2 fuel, respectively. 

Residuals, particularly No. 4 oil, 
were held closely, and some resellers 
reportedly were short of kerosine. 


Midwestern 


Heavy fuel prices ranged 5¢ bbl. 
higher, from $1.40 bbl., Group 3 
basis. Distillate fuels were strong at 


“premiums” of 0.125¢ to 0.25¢ over 
delivered costs at Great Lakes Pipe 
Line terminals. 

General improvement continued in 
gasoline with some shippers advancing 
prices at GLPL terminals 0.25¢. Big- 
gest discount on wholesale pipe line 
unbranded gasoline from Kansas City 
northward reportedly was 0.5¢ off 
the delivered cost price. 


Mid-Continent 


Short supply picture on residual fuel 
and continued strong demand com- 
bined to give No. 6 fuel another shove 
upward. Product was quoted 5¢ bbl. 
higher in Oklahoma from $1.40. 

Heating oil movements by pipe 
lines were stepped up to meet the 
big demand in northern markets. In- 
quiry for advance material was active 
and several sales were reported at 
prices 0.125¢ to 0.25¢ over “low pub- 
lished prices.” 

Chicago District 

Regular-grade gasoline prices dip- 
ped 0.125¢ gal., to 11.375¢, because 
of general weakness in the local mar- 
ket. Meanwhile, cold weather boosted 
light and heavy fuel prices. No. 2 
fuel ranged 0.125¢ higher, at 9.875¢ 
to 10.25¢, while No. 5 and No. 6 
fuels advanced 0.1¢ gal. 

Heavy fuels continued strong, with 
the number of customers increased by 
the reduction in supplies of natural 
gas to industry, hotels, apartments and 
other large users. 


Central Michigan 

Movement of light and heavy fuel 
continued steady and prices were re- 
ported firm. Some refiners indicated 
inventories may be short by mid- 
winter. 

Gasoline remained easy, but slack- 
ened demand since Dec. 1 had brought 
no noticeable additional softness in 
prices to large consumers. 


Western Penna. 

The main price developments in 
Western Penna. were 0.25¢ to 0.5¢ 
boosts in heating oil prices by several 
suppliers in the Bradford-Warren and 
Pittsburgh districts. High prices were 
not general, however. 

Base lube oil prices were stronger 
than they had been in several months 
following a boost in Penna. grade 
crude prices of 10 to 12¢ bbl. And re- 
finers were less inclined to sell large 
lots of material at the usual inter- 
refinery price of “1¢ off” quotation to 
the general trade. 
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markets and 7 crude producing areas, east of California 
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Gulf Coast, 
Cargoes Dec, 17 Dec. 10 Dec. 3 Nov. 26 
96 oct prem. . 3)12-13.75 (2)12-13.75 g 12-13,75 12-13.75 
94 oct prem.. & 11.6-13 : 11.5-13 11.6-13 11.6-13 
00 oct prem...... 11-11. 26 1-11.25 } 11-11, 25 (3)11-11.25 
87 oot reg....... (9)10.6-12 (2)10.6-12 10.5-12 10. 5-13 
64 oot reg....... raat 10-10, 25(2) 10-10. 26(2) 10-10. 26(2) 
63 oct reg..... 9.876-10.126(2) 9,876-10,125(2) 9.876-10.126x  9.876-10. 26 
Re... aires (2)9. 76-10 (2)9. 76-10 (2)9. 76-10 (2)9.76-10 
leaded... .. 9.6-4.76(2) 9 6-9. 75(2) 9.6-9.76(2) 9.6-9.75(2) 
02 oot} a 17,3(8 13 17.308 17,3(8) 
6 oct reg...... a ass Apr 14.8(4 14,8(4) 
Baltimore, Md. 
02 oct prem. 16.2 16.2 16.2 16.2 
6 ost reg....... 12,8-13.5 12,8-13.6 12,8-13.6 12.6-13.6 
Boston, Mase. 
92 ost prem.. (2)14.8-16.0(2) (2)14.8-16,9/2) (2)14.8-16.0(2) (2)14.8-16.9(2) 
86 oot reg....... 13.9-14.4(3)  18.8-14.4(8) 198.814.4608) 18.814 403) 
Buffalo, N. Y. 
92 ost prem.. 18(2) 18(2) 18(2) 18(2) 
86 oct reg...... 16.6(2) 16. 6(2) 16. 6(2) 15. 6(2) 
§.C. 
92 ost prem yates? 14.3-16,46(2) —-14.3-16.45(2) s-t8.4503) 
86 oct reg...... 12.8-12,06(2 12.8-12.95(2)  12.8-12.05(2)  12.8-12.96(2 
Chicago, tl. 
92 ost prem x12-14,5 x12, 376-146 i254 6 = (2)19. 614.6 
84 ort reg....... xll-13 x11,375-13 = (2) 11,613 (2)11.6-18 
Corpus Christi, Tex 
92 oct prem...... 13.5(2) 13.5(2) 13.6(2) 13, 6(2) 
86 oct reg....... 11,6-12.6 11,6-12.6 11,6-12.5 11.6-12.6 
Houston, Tex. 
92 oct prem... 18, 25-14 25 13. 26-14. 26 13. 26-14,26 13. 26-14. 26 
86 oot reg....... 12, 26(3) 12, 26(3) 12. 26(3) 12. 26(3) 
Jacksonville, Fla. 
92 oct prem...... 14.6-14 ois) 14.6-14.0(5) — 14,6-14.9(5 14.6-14.9(5) 
86 oot reg....... 13. 1-18.4( 13,1-13.4(7) 18, 1-13.4(7 13. 1-13,.4(7) 
14.9 14.9 14.9 14.9 
13.4 13.4 13.4 13.4 
14-6) 14.6(3 14.63 14.6(8) 
13.18 18.118 18, 1(3 13,1(3) 
16 HH 16.8(3 16.813) 16. 8(3 
14,3(3 14.3(3 14.3(3 14.3(3 
16.7 15.7 16.7 16.7 
13.2 13,2 13.2 13.2 
13.96 13.96 13.96 13.96 
13.86 13.86 13.85 13.86 
12.46 12.45 12.46 12.46 
11,76 11.76 11.76 11.75 
14.5-16.3 14.6-16.3 14.6-16.3 14.5-16.3 
18-18.7 18-18.7 13-13,7 13-18.7 
14.72 14.703 Ke 14.7(2) 
13,.2(2 13,2(2 13.2 13, 2(2) 
16,2-16.8 16.2-16.8 16,2-16.8 16.2-16.8 
13.7-14.3 13,7-14.3 13,7-14.3 13,7-14.3 
14.0(8 14 oa) oe | om 
18.4(6 13.4(5 13.4(5 13.4(6 
92 oct 17(3) 17(3) 17(8) 17(3) 
46 oct 14.6(3) 14.6(3) 14.5(3) 14, 6(3) 
02 oct 16.9(3 16.9(3) 16.9(3) 16.9(3) 
86 oct reg. . 14.4(4 14.4(4) 14.4(4) 14.4(4) 
Sai 
92 ect prem...... (2)14.6-14.0(3 ms. 6-14. Hh ai. 6-14.9(3) (2)14.6-14.9(3) 
86 oct reg. . + (2B, 1-18.4(6)  (2)13.1-18.4(6)  (2)13.1-13.4(6)  (2)13, 1-18. 4(6) 
Tampa, fle 
92 oct prem...... 14.9-14.8(4 14.3-14.8(4 14.3-14.8(4) 14.314. 8(4) 
86 oot reg....... 12.6-18.3(5 12, 8-13.3(6 12. 8-13 .3(5) 12.8-13.3(6) 
Wiimington, N. C 
92 oct prem...... 13.9-16.35(2) 13.9-16.35(2) 13.9-15.36(2) —- 13. 9-16. 35(2) 
86 oct reg....... 12,36-12.85(2) 12.85-12.86(2) = 112.35-12.86(2) 12.35 -12.86(2) 





Refinery and terminal prices herewith are pepentoent from Platt’s Oil 
gram Price Service, a daily publication associated with Nationat Peraro- 
Leum News 

Prices shown in refinery and terminal tables are nee prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, uct 
pipe line terminal operators, by A ae terminal operators, and by tanker 
terminal operators, for current sales and shipments, except as otherwise 


specified. 
Following types of lubed i are not for “‘o spot” transactions and 
therefore are not included in price tables: Prices arrived at by discounts 


off a specified price; “market-date-of-shipment” prices; prices named in 
contracts; prices artived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans- 
actions, also are not considered in the tables except as noted below 

Prices wn are for quantities in bulk such as tank car lots, or truck 
transport lots or barge Prices a ying only to barge lots, or cargo 
lots, or truck transport lets, are so ted. Prices are in cents 
gallon, except wax and petro olatums in cents per pound, and, where dollar 
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REFINERY AND TERMINAL 


MOTOR GASOLINE 


Nov. 26 


11.5-12.75 
10.-11.126 
(2)10-10.25 


11.5-12.75 
10.5-11 
(2)10-10. 25 
12.625-14.55 
12.625-14 2 


11.5-12.7 
(2)10.75-11.8 


3 ie - 8 


wii $i 26 
10.75-11.5 


13. 6-13.75 
3 


1 
11,6-12. 26 
(2)11-11. 126 


13.6 
13 
12 


12 
10.78 


(3)12-12 6 
10.76-11.25 
(2)10.25-10.6 


14.75 

13.5-13.9 
13.75-15 
12,6-13 5 


15.2 
13.46 


13.5 
(4)14.6-14.75(2) 

13. 26-13.75 
(2)13.85-18.1 

11-15 .6(2) 


17. 85-18.6 
15. 85-16.1 


Nov. 26 
HH .75(2) 
(4)8.5-8.75(4) 

8.5 
(3)8.6 , 
8.75(3) 
$2.60(2) 
(7)$1. 85-200 
10 65(9) 
9.9010 
10.3 


10.3(5) 
$3.78 


Dec. 17 Dec. 10 Dec. 3 

Okla. (Okla. shpt.) 
ee ont prem...... ies. 6(2) (3) is-18. (2) ons (2) rT .5(3) 

spans 6)11-11.26 (6)11-11, 26 
% oct ot Md below(4)1@.25-10.375(2)(4) 10. 36-10 375(2)(4)10.26-10 P3762) 10. an 1037502) 
oe, Snot shot.) 

nay Fe a. 76 11.5-12.75 11,6-12.75 

oat palsies 10.5-11.126 10,5-11.125 

$0 ost & below (210-10. ‘is (310-10. 25 (2)10-10. 25 
Midwestern (Group 3 basis) 
92 oct prem...... - er 76 11,6-12.75 11.6-12.75 
#4 oct reg....... 10.5-11 10.6-11 
60 oct M & below (10-10. 26 (2)40-10. 25 (2)10-10, 25 
WN. Tex, (Tex. & New Mex. shpt.) 

96 ect prem...... 12 625-14. 12.625-14.55 12.625-14.56 
92 oct prem...... = ee 12,625-14.2 at 625-14.2 
oot reg dais 1,518.7 11.5-12.7 1.5-12.7 
60 oot M & below (a): 76-11. , (2)10.76-11.8 (aio 75-11.8 

W. Tex. (Tex. & New Mex. ) 

96 oct prem...... ra 8 . 25-13 .8 13, 256-13.8 

prem...... 2,6-13 2.5-13 12.6-13 

84 ost reg....... @)ii bi. 25 wit. $13. 5 (ii. 5-12.25 

60 oct M & below 10. 75-11.5 10.75- 0,75-11.5 

€. Tex. (Truck transport lots) 

96 oct prem...... 13 .56-13.76 13.5-13.75 13.6-13.76 

92 oct prem...... 13 13 13 

84 ect berone 11.5-12.26 11.6-12.25 11.5-12,25 

60 oct M & below (2)11-11, 126 (2)11-11. 126 (2)11-11, 125 

Cent. W. Tex. (Truck 0 panel lote) 

96 oct prem...... 13.5 13.5 

92 ect prem...... i: 13 13 

84 oct reg....... 12 12 12 

Ark. (For shpt. to Ark. - La.) 

92 oct prem..... 12 12 

#4 oot reg....... 10. 75 10.75 10,75 

Kansas (For Kans. destinations only) 

92 oct prem...... (3)12-12.5 (3)12-12 5 (3)12-12.5 

4 oct reg....... 10. 76-11.25 10.76-11 26 10.76-11.25 

60 oct M & below (2)10.25-10. 5 (2)10.26-10.5 (2)10.26-10.5 

Western Penna. 

Bradford-Warren: 

92 oct prem. 14.75 14.75 14.75 

86 oct reg. . 13.5-13.9 13,6-13.9 13.6-13.9 

Oil City: 

92 oct prem...... 13. 76-15 13.76-15 13.75-15 

86 oct reg....... 12.6-13.5 12.6-18.5 12.5-13.5 

02 oct prem...... 15.2 15.2 16.2 

86 oct reg....... 13.45 13.46 13.45 

Ohio—Quotation of 3.0. om for delivery » Obio pointa: 

86 oct reg....... 13.5 3.5 

Central 

92 oct prem...... art RG) (4)14.5-14, 760) (4)14.6-14.75(2) 

86 oot reg....... «13-1 13. 25-13 13.25-13.76 

Loe Angeles 3 

00 oct prem...... 12.756-17 . 8x 12.75-18.1 x12.75-18.1 

80 oct reg....... m11.256-15.6 11-15. 6(2) 11-15 .6(2) 

San Francisco District: 

90 oct prem...... u18.3 17. 85-18.6 17 .86-18.6 

80 oet reg x16.1 16,85-16.1 15, 86-16.1 
DISTILLATES & FUELS 

Gulf Coast, 

Cargoes Dec. 17 Dec. 10 Dec. 3 
41-48 w.w, kero.. 9. 25-0.75(2) x9.25-9.75(2) (2)9-9.76(2) 
No, 2 fuel....... (5)8.75-0(4) (4)8 .75-0(4)x = 75(7) 
43-47 di. gas oil. (2)8.75-0 5x 75(3) 
48-62 di. gas oil. ( ces 875-9.12 5(2) 8 6876-0 125(2) be 875(4) 
53-67 “2%. oil, (2)9-9, 25 0-9. 25x x9(3) 
el dey = La $2.60 $2.60 
Bunker C fuel... (5)$1.86-2.00  (5)$1.85-2.00 —(7)$1.86-2.00 

 -. 'Y, 
Kenaleafite. 1 11. 25(9) x11. 25(9) (B)10,. 65-11. 25x 
No. 2 fuel. ..... 10, 5(10) x10,5(10) (9)9.9-10. 5x 
Gas house gas oil. 10.9 x10.9 10.3 
oil, shore 
Mbwessesy 10.915 x10.9(5) (4)10.3-10. 9x 
No, 4 fuel. . 3.93 «$3.93 $3.78 
No. 6 fuel, no sulf 
ae $2.50 «$2 50 $2.40 


$2.40 





sign ($) is shown, in dollars 4 © barrel of 42 U. 
taxes or inspection f 


not include 


S. gallons. Prices do 


Prices are for crude oil and roducts lawfully produced and trans- 


posted reported as received by O 
for cubosctbers’ private use only and 


t not guaranteed; 
or distribution or publication. 


vam and NaTionaL Perroteum News 
not for resale 


Gulf Coast cargo prices are by refiners selling or quoting to other 


refiners, export agents or to large tanker terminal o 
Gasoline octane ratings are by ASTM Research 


ethod 


rators. 


and are mini- 


mum ratings, wee t where letter ““M"’ is used to indicate that octane 


rating is by Motor 


Method 
Parenthetical fabs indicate number of companies quoting 


or more companies quoted the price shown. 


change. 


Letter “X” 


when two 


indicates price 


For complete price service delivered daily from nearest Oilgram pub 


lishing office— 


Price Service 7” rs 42nd St., 


tion rate in U. 


New York, Crlgage, and Houston—address Platt’s Oiigram 
"New York 36, N. Y. Annual subscrip- 
: $150 per year, payable in advance. 
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Dec. 17 Dec. 10 Dec. 3 Nov. 26 Dec. 17 Dec. 10 Dec, 3 Nov. 26 
Jacksonville, 
4 x10. 96(9) (8)10.35-10 95x 10. 35(9) Kerosine/No. 1... 11. 8¢11) 11.8(11) 11.8(11) 11. 8¢11) 
bowse 10.7(6) x10. 7(6) (5)10. 1-10. 7x 10. 1(6) No. 2 fuel....... x10.6(8) (7)10.3-10. tx 10.3(8) 10.3(8) 
No. 2 fuel....... 10. 2(11) x10. 2(11) (10)9.6-10. 2x 9.411) Diesel oil, share 
aS 9.95(4) «9 .95(4) ae -. 95x HY ie plants......... x10, 6(5) (4)10.3-10 Gx 10. 3(5) 10.3(5) 


















ceesees ¥$2,28(6) (5)$2.21-2.28% $2.91(6) $2.31(6) 
plants......... _10.6(5) x10.6(5) (4)10-10. 6x 10(5) eleon me 4 5)$2 18- 6 
No, 4 fuel ...... $3.44(2) x$3.44(2) $3. 34(2) $3.34(2) Light Diesel, a Cane Ska — 
neal tials S = = s 4 = = 4 Bunker a x$4 452(5) (6)4.326-4.452(2)x $4. 326(5) $4 326(5) 
0. 5 fuel. ...... < 5 2. 25/8) (5)$2. 18-2. 25 18(6) 
4 bas $3.00 3 00 $2.85 $3.85 a ere x82 25 $2. 18-2. 25x $2. 18(6) 22 
























$2. 25(6) 
$2. 25(5) $2. 25(5) Kerosine/No. 1. 11.8 11.8 11.8 11.8 


10.5-10.8(2)x 10. 5(2) 10. 6(2) 


$2.38 
$2. 35(5) 


x$2_38 
x$2_35(5) 















$2.43 3 plants....... x10. 8(3) 
$2.40 , 













$2.23 «$2.23 $2.18 $2.18 
ad 20(3) (2)$2.15-2.20x §2.15(3) $2. 16(3) 














$4. 30(4) x$4.30(4) (3)$4.05~4. 30x barges... 
Heavy Diesel, Light Diesel, 
bunkers $4.05(2) «$4 05(2) $3 90-4 05x $3 _80(2) bunkers. ..... 94 452(4) (2)4.326-4.452(2)x $4.326(3) $4.326(3) 
BunkerC, bunkers $2 35(4) x$2_35(4) $2. 25(4) $2. 25(4) Bunker C, bunkers x$2.20(3) (2)$2. 15-2. 20x $2. 16(3) $2. 15(3) 
Baton Rouge, La. 
Kerosine/No. 1. 103 10.3 x10 3 102 Mobite, Als. 

No. 2 fuel 9 55 9 55 x9 BS 93 Kerosine/Ne. 1. 18. 1(4) 11.14) i" 3 11.44) 
Diesel oil, shore No, 2 fuel..... 10.2-10.5 10.2-10. §x 10.2 10. 2(2) 
plants ae 99 09-9 97 No. 6 fuel, no sulf. as oni page me 

No. 5 fuel $2.53 x$2.53 $2.42 $2.42 ROME... ees 
No. 6 fuel no sulf. do barges...... $2.00 $2.00 $2.00 $2.00 
fo b sree eS sto ies Stes : ers : $4.116-4.20x $4, 1182) $4. 116(2) $4. 116(2) 
do bai ak 1.96 1.95 1.95 sees x 
do barges $ $ 1 $ $2 00 $2.00 $2 60 












$3. 95(2) x$3.95(2) _ $3. 86-3. 95x $3. 86(2) 




















$3.70 $3.70 x$3.70 $3.61 . 10.9509) x10. 95(9) (8)10.35-10.95x 10.359) 
Bunker C, bunkers $1.95(2) $1.95(2) $1..95(2) $1.95(2) No.2 fuel.......  10.2(11) 110.2(11) (10). 6-10. 2x 9.6(11) 
Boston, Mass. plan’ _ 10. 6(4 
’ Spy 0 10.6 3)10.3-10.6 

Kerosine/No. 1... 10.9-11.05(15) _10.9-11.05(15) (12)10.45-11.03x 10. 45(15) No. 4 fuel. $3.45 ’ Ry “ . Lah ree ete 
No. 2 fuel vee.ss  10,15-10.3(15) 10.15-10.3(15) (13)9.7-10.3(3)x 9.7(16) Ne. 6 fest, ne cal. 
EE COR AN ee, eee eel 40(3) 

| ae 10 7(7) «10. 7(7) (6)10.1-10.7x 10. 1(7) s 37 = go) 4 4 4 
No. 5 fuel 3. 25(5) x$3. 25(5) $3.09(5) $3 .09(5) Benker Ci eee $2.37 x$2.37 $2.27 $2.27 
No. 6 fuel, no suif, . - © s - 

SS Se 2. 42/6) x82. 42/ ' 32(6) 32(6) New Orleans, La. 
uae i” see $2.89(5) x$2.30(5) $2. 20(5) $2. 20(6) Kerosine/No. 1... 10.3(4) x10.3(4) (3)10. 2-10. 3x 10.214) 

bunkers... $4.34(3) x$4.34(3) (2)84.00-4.34x —$4,00(3) barges...... 9.1 ! 
BunkerC, bunkers $2. 39(5) x$2. 30(5) $2. 29(6) $2. 20(5) Me.. Sfan......  ©.66(3) x9. 55(3) (2)8.3-9. Box 9.30) 































Kerosine........ 12. 25(5) x12..25(5) 11.65(6) 11.68(5) pleats......... 9.93) x9 9(3) (2)9.7-9.9% 9.713) 
Delel ofl........ 11.93) x11.9(3) 11.308) 11.308) No. 5 feel...... $2.53 192 53 $2.42 92.43 
No, 2 fuel....... 11. 5(5) x11.5(5) 10 oe} 10. 9¢ No. 6 fuel, ne sulf. 
No. 6 fuel....... 8.85(2) 8. 85(2) 8. 85( este ns oc. $1 98(2) $1 982) $1. 98(2) $1.98(2) 
enn e @. ule terme: $1 95(3) $1.96(3) $1952) $1:95(2) 
Kerosine/No, 1...  10.95(6) x10.95(6)  (5)10.45-10.95x 10, 48/6) Diesel, 
Ne. 3fael....... 10.3(6) x10.3(6) (5)9.8-10. 3x 9 8(6) me $3.96(3) x$3.96(3) (8)$3.86-3.96n — $3.06(3) 
re ee x10,4¢3) 0.600. oo 0ti(—iéi« iC = $3.70(3) x83. 70(3) (2)83.61-3.70x  $3.6102) 
nee eo nail BunkerC,bunkers $1 96(4) $1.95(4) $1.95(4) $1.96(4) 
aaa $2.30(2) x$2.30(2) $2. 23(2) $2. 23(2) 
do barges... $2.27(3) x$2.27(3) $2. 20(3) $2. 20(3) Now Vork Harber 
Light Diesel, Kerosine/No, 1...  10.96(20) x10,95(20) (17)10.35-10.05" 10.38/20) 
bunkers....... $4.22(2)' 84,222) $4.01-4.22x 84.0102) do barges... 10.7(20) x10.7(20) —(18)10.1-1p.7(3)x 10.1019) 
Bunker, bunkers $2.27(3) x$2.27(3) $2.20(3) $2. 20(3) No, 3fuel....... 10 219) x10.2(19)  (16)0.6-10.2(3)m 9. 618) 
poor ee x9.95(20) (16)0.36-0.06(3)x 9. 25(19) 
Range ol... Q076-I1.3 UNITES (OTE 3 (a40 7H-tt ty Ye ate m0.0 9.7 07 
No. 2 fuel....... 9.875-10.25(2) %9.875-10.25(2) (2)9.76-10.25(2) (4)9.75-10. 2802) ' plants 10.6(7) x10. 6(7) (6)10-10. 6x 10(7) 
No. 5 fuel, low No, 4fuel....... (11)$3.31-8.87 x(11)$3.31-8.87" (11)83.16-8.72 (11)83. 16-8 72 
ark us, 72> 7.67.7 7.64.0 7.97.6 do barges... (11}83.28-8.77 C1183. 28-8778 1198S, 19-862 CHS, 13-462 
tiie MNT. 46-7. 6(2)x (B)7.B8-7.5(2) H(B)736-75(2)x(29.26-7.408) oe ey Se on 
0. uel, . No. 6 no sulf. 
ren ° 4(3)6.7-6 8(2)x (3)6.6-6.7(2) (3)6.6-6.7(2) x(4)6.6-6.7 ee see $2.35-2.38(13) x82. 35-2.38(18) (3)82.26-2.28(11) (9)82.28-2.280 11 
eulfur.........x(4)6.45-6.6(2)x (4)6.35-6.5(8) x(4)6.35 6,5(3)x x(4)6.25-6. 4(3) Te. a 6 6 am 
Cleveland, Ohio 1% oull........ $2452.63  582.45-2.63x (2)82.38-2.43 (2982. 98-2. 4 
No. Bfoel....... x9. Me Me a ute aes $2.45-2.50 x$2.45-2.60x (2/82 95-2 40 © (282. 98-2 40 
0. .-. ™8. 85a > . ve Diesel, 
a—delivered Cleveland. bunkers... $4 30(4) x84. 30(4) (3)84.50-4.30x  §4.08(4) 














iy be genre bunkers. .... $4 .05(4) x$4_06(4) (3)$3.80-4.05x  $8.80(4) 
n Oana aT ae 9.08 o1.98 Bunker C, bunkers $2. 35(11) x$2.35(11) $2. 26(11) $2. 26(11) 









do barges. . $1.95 $1.95 $1.95 $1.96 
Bunker C, bunker (4)$1.95-2.10 (4)$1.96-2.10  (4)$1.95-2.10 (4)§1.95-2.10 





























Kerosine/No. 1... 10.95(7) x10, 95(7) (6)10 35-10 96a 10.987) 
Detroit, Mich. No. 2 fuel....... 10.2(6) x10. 2(6) (5)9. 6-10. 2x 6 4/6) 
Kerosine..... 11.85 11.85 11.86 11.86 Cas bouse gas oi! ; 9.7 97 
Diesel oil....... 11 75-12. 05 11.7512. 05 11.75-12.05 11.75-12. 065 Diesel oil, shore 
No. 1 fuel...... (2)11,75-11.9(2) (2)11.76-11.9(2) (2)11.75-11.0(8) (2)11.75-119(2) § — plants....... 10.65) x10 6(5) (4)10-10. 6x 10(4) 
No. 2 fuel...... (2)10.75-10.9(2) (2)10.76-10.9(2) (2)10.75-10.9(2) (2)10,75-10.9(2) No. } pats x83 06 $2.75 $2.75 $2.75 
No, 5 fuel....... 8. 1(3) 7.6(3) 7.43) 7.43) No. 6 fuel, no sulf. 
No. 6 fuel....... x7 .35(3) 6 85(3) 6. 85(3) 6 85/3) guar......... %2.44-2.37(2) 182.34-2.37(2)  $2.28(2) $2. 26/4) 
Houston, Tex. ude Dla " $2 31/4) x2. 3114 $2 23/4) $2 2314) 
i y 10 26(2 10 26(2) 10. 25(2 10 25(2 t Diesel, 
wt ~~ ea 3 ous ery ery bunkers..... $4.30(3) x$4 30(3) (2)94.06-4 20x $4.0803) 
‘ cin 9125-0 25 91 91 26 6.1 Heavy Diesel, 
ay fy fuel 8 75-9 xf ae ad (28 bg (28 bw te bankers 4 06/3) #4 _05(3) (3)83 90-4. 05% st aa) 
Diesel oil, shore Bunker C, bunkers $2 31(5) 42 31(5) 2 23(8) $2 23/5) 
ns 9(2 2 0 
f ) ) 9) 2) Pensacola, Fla. 
ro Gate ags (4)$1.98-2.00  (4)$1.98-2.00 (4)81.98-2.00 (4)§1.98-2.00 Kerosine/No. 1.. 11. 1/2) 11.1(2) 11. 1¢2) 11.1(2) 
do barges $1. 95(6) $1. 95/6) $1.96(6) 181.95(6) Ne. Shed. cove 10.2(5) (4)10. 2-10. 6m 10 2(5) 10. 2(5) 














$3. 86(6) $3. 86(6) pecs 10.2(2)x 10.2-10. 6x 10. 2(2) 10. 2(2) 


nkere .. $3.70 x$3_70(4) $3.61(4) $3 .61(4) ar bas $2. 38-241 $2 38-2 41 $2. 38-241 $2 38-241 
Bunker C, bunkers $1. 95(12) $1. 95(12) $1 .95(12) $1 96(12) BankerC, bunkers $2 .20-2 35 $2. 30-2 35 $2.20-2 35 $2 20-2.%%6 


x83 95/6) 
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Dec. 17 Dec. 10 Dec, 3 Nov. 26 Dec. 17 Dec. 10 Dec. 3 Nov. 26 
Phitadeiphia, Pa. Toledo, Ohio 
Kerosine/No, 1. 10.96(10) x10. 95(10) (9)10.35-10.95x 10. 36(10) Kerovine........ 11.7 11.7 11.7 11.7 
do seve 10.7(7) x10.7(7) (6)10.1~10.7x 10. 1¢ Diesel oil........ 10.85 10.85 10.85 10.85 
No, 2 fi one 10, 2(10) x10, 2(10) 9-4 6(2)x 9.601 No, 1 fuel....... 11.45(2) 11.45(2) 11.45(2 11.45(2) 
do barges...... 9.96(6) x9. 95(6) (5)9. 36-9. 95x 9.36(6) No. 2 fuel...... 10. 45(2) 10, 45(2) 10 isa 10. 45(2) 
Las. 9.7 9.7 emg foe bea ae 7. 26-8x 7. 26-7 .6(2) 7. 26-7 .5(2) 7. 26-7 .6(2) 
no fr: 0 “e) 10.000) gnte.o0 on 0. stv 6. 75-7. 5x 6.75-7(2) 6.75-7(2) 6.75-7(2) 
0. 4fael....... (2)$3.31-8.98" x(2)§3 31-3.38x  $3.28(3) $3. 23(3) 
No. 6 fuel ... $3.06(6) x$3.06(6) $2.99(6) $2.99(6) Witenington, 6. C. 
No. 6 fuel, no sui, Kerosine/No. 1... 10.957) x10. 95(7) (6)10. 45-10. 95x 10. 45(7) 
$2 .35(7 x$2_.35(7) $2. 25(7) $2. 257) No, 2 fuel....... 10 9.547) x10.3(7) (6)9 8-10. 3x 9.8(7} 
barges $2.32(6 x$2.32(6 $2. 22/6) $2. 22(6) Gas house gas oil 9.8 9.8 
No. 6 fuel, max. Diesel oil, shore 
1% oulf. $2.45(4) x82 45(4) 2.354 x$2.35(4) plants...... 10.4(2) x10. 4(2) 9.9-10. 4x 9.9(2) 
barges $2. 42(3) x$2.42(2 2.32(3) x$2,32(3) Light Diesel, 
Light Diesel, bunkers..... $4. 22(3) x$4.22(3) (2)$4.01-4.22x $4.01) 
es: $4 30/4) x84 30(4) (3)$4 05-4. 30x $4 05(4) 
y eae Okla. (Okla. shpt.) 
«3 a oe 6B 42-44 w.w. kero.. x9.375-9.875 9.25-9.875 —-9.25-9.875 9. 25-0.875 
ae a Range a..... _» 9. 25-9,375 9.25-9.375 9. 25-9 .375 9. 26-9 .375 
verglades, a. . A. 
Keredae/ Ho. 1. 11.805) 11 8(5) 11.8(5) 11. 8(5) Diesel....... (3)8.875-9.875 (3)8.875-9.875 (3)8.875-9.985 (3)8.875-9.875 
No, 2 cee 10.614 (3)10. 3-10. 6x 10. 3(4) 10. 3/4) ie. H pe teteee xo ye arte) 9- oo . Ee 51 9 Ag 4 
Diol lsh ~~ oe 9. 8 9.1 8375-9. 12 8.3 12 
plants ser 10, 3(4) 1.3/4) i0.3(4) 10.3(4) No. 6 fuel....... asi 40-1. 50x 4(3)$1.40-1.45x  (2)$1.35-1.40(2) (2)$1.36-1.40(2) 
No, 6 fuel, ‘no sulf 
quar...... $2. 23(2) x$2 2312 $2. 18(2) $2. 18(2) Okla, Group 3 (Northern shpt.) 
do barges...... $2. 20(2) x$2.20(2) $2. 16(2) $2. 15(2) ‘ ; " 1 
Light Diesel, 42-44 oy. kero.. (59 o78- Tie (990. 198-9.68842) 0.198 9.808 ie. 16-4 5(2) 
bunkers. x$4 45214 $4. 326(5) $4 326(5) $4 .326(5) a » 3 ain. ad , 
Bunker C, bunkers x$2.20(3) $2.15-2.20(2)m $2. 15(3) $2. 15(3) i AE : 8 625 9.625 8 625-0 625 8 625-0 625 8 626-0 625 
Portland, Me. “y | SOF x(5)9.1256-9.375 (2)8.875-9.375 (4)8.875-9.375 (2)8 5 
" ’ , 7 ' No. 2 fuel.......%(7)8.5-8.625(2) (2)8.25-8.625x (4)8.25-8.5(4) (7)8. 25-8.5(4) 
paar t.. 11.180) wa Ue Ay aaa ya No. 6 fuel.......(8)$1.40-1,50(2) x(3)$1.40-1.60 (2)$1.35-1.60  (2)$1.86-i.50 
Diesel = shore 
rg f 10 8(4) x10. 8(4) (3)10.2-10. 8x 10, 2/4) Midwestern (Group 3 basis) 
no su . 9 2 
"gu ewe W aia) 03.4402) w 9212) f 9212) 2-44 ww. here. .x(4)9.375-0.75x (4)9.25-9.625x (4)9. 25-9. 625 (4)9. 25-9. 625 
2.39 x$2.39 2.29 2.29 Diesel....... (2)8.875-0.375x (2)8.875-9.25  (2)8.875-9.25  (2)8.875-9.25 
err... $2.39 x$2.30 $2.29 $2.20 Ne. } foal de See: Orit cae 7 ed a as ey eg CS ties P 
roitenee, Rt. 0. eee x(5)8.5-8.625x ( (2) (2) . ‘ 375- (2) 
Keresina/No, 1... 11.0649 x11. 06(9) (8)10.45-11 05x 10. 46(9) PO SUR. +500 $1. 40(4) atte Sea Cea. 
10.39 x10.3(9) (8)9.7-10. 3x 9.7(9) 
Gas house gas oll. 10.7 «10.7 10.1 10.1 N. Tex, (Tox. & New Mex. shpt.) 
Diesel oil, shore 42-44 w.w. kero 9.2-10 9.2-10 9.2-10 9.2-10 
lants..... 10.7(4) x10.7(4) (3)10, 1-10. 7% 10. 14) 68 & abv. di, 
fie Ht boas $3.25(3 «$3 25(3) $3.00(3) $3 .00(3) . } ah ee we 98 a0 ey 2 sg a 
0. no ° 0. UCL. ...++. MOl. ° ° - eh. o>. 
boseeeeee 92.90(8) x$2.30(5) $2. 20(5) $2 eee) . 
fone -» §2.36(4) x$2.36(4) $2. 26(4) $2.26(4 W. Tex. (Tex. & New Mex. shpt.) 
0. mar, 
9 BAnt 4 ‘ ’ 42-44 w.w. kero.. 9. 256~-10.75 9.25-10.75 9.25-10.75 9.25-10.75 
—* — Sate feet is No. ifuel....... 9.26-10.26 925-1025 = 9.25-10.25 9. 25-1025 
Light Diesel, ne. $1651.00 $1.65-1.90 $1,651.00 $1,661.90 
bunkers..... $4.34 x$4.34 $4.09 44.00 PW eererne Ores wores , ; 
Bunker©, bunkers $2. 36(3) x$2.36(3) $2, 26(3) $2. 26(3) 
Se h, Ge. E. Tex. (Truck transport lots) 
Keresine/No. 1... 11.8(7) 11.8(7) i 8(7) i 8(7) fe Sa 9 ew (1 (2)9.6-9.75(2)  (2)9.5-0.75(2) (2)9.5-9.76(2) (2)9.5-0.75(2) 
Deon li’ . ™10.6(7) (6)10.3-10. 6x 10.3(7) 10.3(7) i... 15-9.75 8.75-9.75 8.75-0.75 " 8.75-0.75 
we inte am u10.6(8) (4)10.3-10.6x 10 3(8) 10.318) No. 6 fuel....... ant sot 60(2) (2)$1.50-1.60(2) (2)$1.50-1.60(2) (2)$1.50-1.60(2) 
Se alte x$2.87 2.80 $2.80 $2.80 
No. 6 fa 80 wuif, ; . Cent. W. Tex. (Truck transport lots) 
sevees €B2.20(5) (4)$2.23-2.30x  $2.23(6) $2. 23(5) 42-44 w.w. kero 9.5 0.5 0.5 9.5 
»» ¥$2.27(5) (3)$2.20-2.27x $2. 20(4) $2.20(4) 68 & abv. di 
Light Diesel, Diesel....... 9.25 9.25 9.25 9.25 
bunk . BA, 45216) (4)$4.326-4.452x $4. 826(5) ss. $26(5) No. 2 fuel....... 5 8.5 8.5 8.5 
Bunker 0, » x§2.27(5) (4)82.20-2. 27 $2. 20(5) 2. 20(5) No. 5 fuel. $2.52 $2.52 $2.52 $2.52 
Tampa, Fla. No. 6 fuel....... $1.65 $1.65 $1.65 $1.6 
Kerosine/No. 1. 11.7(8) 11,7(8) 11.7(8) 11,7(8) 
No. 2fuel....... x10.5(6) (5)10.2~10. Bx 10. 2(6) 10:26) Kans. (For Kans. destinations only) 
Diesel oil, shore 42-44 w.w. kero. .x(2)9,625-9.875x (ae. se 625 (4)9.5-9.625 «(4)9.5-9.625 
= gone x10. 5(6) (5)10, 2-10. 5x 10, 2(6) 10.2(6) she. di. Dice 375 9.25 9.25 
no sult. 58 
becvovees G0. 0004) (3)$2.15-2,.20x $2. 16(4) $2. 15(4) Dies”. 3 5-9. 625x 9.25-9.5 9.25-9.5 9.25-9.5 
do barges...... x82. 18(4) (3)$2. 13-2, 18x §2.13(4) $2. 13/4) No. 1 fuel...... .x(3)9.375-9.625x x(4)9.25-9.375(2) 9.125-9.375(2) 9. 125-9.375(2) 
Light Diesel, No, 2 fuel....... x8. 625-0x 8.375-8.75(2) 8.375-8.75(2) 8.376-8.75(2) 
bunkers..... x$4,41(5) (4)$4.284-4 41x $4, 284(5) $4. 284(5) No, 6fuel....... $1. 90-2. 25 $1. 85-2.25 x$1, 85-2. 25x $1. 85-2.25 
Bunker ©, bunkers x$2.18(5) (4)$2.13-2.18x $2, 13(5) $2. 13(5) No. 6 fuel .. $1. 50-1, 75x $1.45-1.60(2) $1.45-1.60(2) $1. 45-1.60(2) 









CARGOES & TANKERS 
at Texas City Refinery 


TRANSPORTS & TANKCARS 
at Terminals in the South 






ATLANTA, GA. PITTSBURGH, PA. TEXAS CITY, TEXAS 
1401 PEACHTREE STREET §§ SENEDUM-TREES BUILDING REFINERY 
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DISTILLATES & FUELS DISTILLATES & FUELS 
Dec. 17 Dec. 10 Dec. 3 Nov. 26 Dee. 17 Dee. 10 Dec. 3 Nov. 26 
San Francieco, Calif. 
Ark. (For shpt. to Ark. & La.) Diesel— PS 200. $4. 41(4) #4. 41(4) $4. 41(4) 4.4104 
9.75 9, 625 9.625 9 625 BunkerC—P8400 $1 .85(4) $1. 85(4) $1. 85(4) $1. 85(4 
10 10 10 10 
x9. 26 9.125 9.125 9.125 Seattle, Wash. 
Diesel—PS 200... $4. 62(4) $4. 62(4) $4.62(4) $4.62(4) 
x9. 625 0.5 0.5 9.5 BunkerC—P8400 $2. 10(4) $2. 10(4) $2. 10(4) $2. 10(4) 
x8. 875 8.75 8.75 8.75 
: > on > Portiand, Ore. 
oo - “8 gs Diesel—PS 200... $4. 62(4) $4. 63(4) $4 62(4) $4 62(4) 
$1.80 x$1.80 $175 $1.75 Bunker C—PS400 $2. 10(4) $2. 1014) $2 1014) $2. 10/4) 
Mexice 
Ships’ bunkers, U. 8. dollars per bbi. of 150 liters. 
Guaymas 
11.25-11.85 11,26-11.85am 11.25(4) 11.26(4) Diesel...... . $5.65 $5 65 $5.65 $5.65 
ae 11(2) x11(2) 10.75(2) 10.75(2) Bunker C.... $2.60 $2.60 $2.00 $2.00 
x(3)10.75-11.1 *x10.5-11.1 10. 5(4) 10. 5(4) 
10. 25-10.5 10.25-10.5x  10.25(2) 10. 25(3) Manaanilio 
+» $4.75 4.75 4.76 “75 
Bunker C.. o “Se $2.60 $2.60 $2.00 
11.5-11. 85 x11.5-11.85x 11. 35-11.5 11.35-11.5 Minatitian 
10.4 10.4 10.4 10.4 Diewel...... $3.96 3.96 06 4 98 
10. 5-11.25 10.5-11.25x 10.5-10.75(2) 10.5-10.75(2) Bunker C.... $1.95 . 05 : 05 . 95 
10. 25-11 10. 25-11x 10. 25-10. 5(2) 10. 26-10. 16(2) 
10.25 x10, 25 10.25 10.26 Salina Cruz 
Diese! ; $4.75 $4.75 4.75 75 
Bunker C ; $2 60 $2.60 $2.00 2 0 
x(3)11.75-12.26x 411.25-11.75(2)x (2)11, 15-12 (2)11. 15.12 Tampico 
- Mil-11.4x 10.4-11.4x 10,4-10 8 10.4-10.8 Diesel $3.96 $3.96 $3.96 $3 06 
+» MiL,5-12. 1x 13-1186 11-1185 11-11.86 Bunker C 1 6 19 
x(3) 11-11. 35x 10.4-11.1 (3)10.4-11.1 (3)10.4-11.1 — - ati seine sates 
10.7-11 25x x10.7-11 10.1-11 10. 1-11 Veracruz 
Bunker C $1.96 $1.96 $1.95 $1.96 
12.75-13.1 12.75-13.1 12.76-13.1 12.75-13.1 
(2)12.6-12.8 12.5-12.8 12.5-12.8 12.5-12.8 
x12, 25-12.8 12.3-12.8 12.3-12.8 12.3-12.8 NATURAL GASOLINE 
sy 11.8(2) sae ag 88) ()11.6-41.00) “ * nae Prices are to blenders on freight basis shown; shipanents may originate in any Mid-Con- 
5 feel....... (2)7.26-8.25(2) — 7.25-8.25(2) 7. 25-8.25(2) —- 7. 25-8. 25(2) tinent manufaciuring district 
No. 6 fuel....... x6.75-7.5(3)  (2)7-7.6(3) (2)7-7 .6(3) 2)7-7.5(3) 
Dec. 17 Dec, 10 Dee. 3 Nov. 26 
Ohlo—Quotations of 8. O. Ohio for delivery to Obio points. FOB Comp 3 
Kerosine ...... 11.9 11.9 11.9 11.9 Grade 26-70 5.5 (Bale) 5.5 (Bale 5 6 (eale) 5.5 (wales 
jo. 1 fuel....... 11.7 11.7 11.7 11.7 
FOB Breckenridge, Tex. 
No. 3 fusl....... 10.7 0.7 0.7 08.7 Grade 26-70 5 (Quotations) 5 (Quotations) 5 (Quotations) 5 (Quotations 
California 
Los Angeles District: 
40-43 w.w. kero. u13.6-17. 1x (2)13.8-14.3 (2)13.8-14.3 (2)13.8-14.3 
Stove dist.— ei ; LP-GAS 
b dy y — 913.7% 914.7 x9-14.7 9.25-14.7 Producers’ contract prices, tank cars. 
Aw beese nes (3)8. 5-12. 2x (3)8.6-13.2 = x(3)8.5-13.2 8.25-13.2 Dec. 17 Dec. 10 Dec. 3 Nov. 26 
tt fuel— Propane: 
B  SOLTEE $1.90-2.30 $1.90-2.30 x$1.90-2.30(2) $2.00-2.30(3) New York Harbor 88.5 & 8 6x . 8 
leavy fuel— Philad . 7.75(3) 7.76(3) 7.75(3) 7.753 
Pere aesnces $1. 50-2. 00x $1.50-2.10 x$1.50-2.10 $1.70-2.10 Tolede, Dhte “ 7 = 7 ’ 7 7 . 
Houston ’ 34.5 4.5 a45 345 
San Francisco District: —, 
40-43 w.w.kero.. x14, 1-17. 6x 14.3-14.8 14.3-14.8 14.3-14.8 (Group 3)... x4(6  5-4(4)x 3. 5-4(4) (4). 5-4(8) 
Stove diet. — Baton Rouge, La 3.125-4.126(2) 3,125-4.125(2 3.126-4,125(2 43.125-4,126(2 
eb ads 12.7-14, 2x 13.7-14.8 13.7-14.8 13.7-14.8 Shreveport, La. 4(2) 4(2 4(2) 4Q 
Diesel fuel— New Orleana, La, 4. 125(3 4.125(3 m4 125(3 3.625-4.125(2 
a 12.2-12.7x 12.2-13.3 12.2-13.3 12.2-13.3 
Lig fol 
- ae $2.35 $2. 35(2) $2.35(2) $2. 35(2) 
eavy fuel— T iL 
PS 400........ $2. 05x $2.05-2.15 $2.05-2.15 $2.05-2.15 LESMICATING ONS 
Dee. 17 Dec. 10 Dec. 3 Nov. 26 
Pacific Coast Western Penna. 
Ships’ bunkers, or deep tank lots, Viscous Neutrals—No. 3 col. Vis at 70° F 
200 vis. (180 at 100°) 420-425 fi. 
San Pedro, Calif. 7 AD St geri 19.5 19.5 19.5 19.5 
Diesel—PS 200... $4. 20(5) $4, 20(5) $4. 2015; $4 sous) 15 pt... 18.5 18.5 18.5 18.5 
Bunker C--P8400 $1. 80/5) $1. 80(5) $1. 80(5) $1.8015 25 p.t. 17(6) 17(6) 17(6) 17(6) 


Paragon 


>£ 40 St.,N.Y.C. EV 8-4100 Paterson 4, New Jersey 
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LUBRICATING OILS LUBRICATING OILS 
Western Penna. Dec. 17 Dec. 10 Dec. 3 Nov. 26 Dec, 17 Dec. 10 Dec. 3 Nov. 26 
160 400-408 
og nasi — 16.5 16.5 16.5 South Tones : ; 
ade oy aah 16 6 16 6 ws 16 5 Vis, at 100° F FOB 8. Tex. refineries for domestic and/or export shipment. 
__| Nene 14 14( 46 146 Olle: 
D. 6) 4(6) (6) ) 100 vis. No. 14- 
MW col........ 12. 26(6) 12. 25(6) 12, 25(6) 12. 26(6) 
146-166 vie, at 210°, No, 8 col. 200 vis, No. 2-3 
spe iipindes 17 17 17 17 Ms kakecne dik 13.75(6) 13. 75(6) 13.75(6) 13.75(6) 
| aterm | 16 16 16 300 vis, No. 2-3 
eit (6)14. 6-16 (6)14.6-16 (6)14.6-16 (6)14.5-16 O° sake 14. 25(6) 14, 25(6) 14. 25(6) 14, 25(6) 
500 vis. No. 24- 
Cylinder Stocks 3H ool........ 14, 75(6) 14.75(6) 14.76(6) 14.75(6) 
000 ar, Glterable. (2)10-11 (2)10-11 (2)10-11 (4)10-11 760 vis, No. 3-4 
Gi oca sas iii aun @ii-ts Bii-1 takai 15(6) 15(6) 15(6) 15(6) 
000 fash..,,.... (2)13.6-13.6 (2)18,8-18.6 = (2)12.6-18.6 = (212. 5-13.56 1200 vis. No, 3-4 
620 fiash........ 14(3) 14(8) 14(3) 14(8) Det pete 15, 6(6) 15. 5(6) 15.6(6) 15. 6(6) 
Mid-Continent 2000 vis. No. 400]. 16(6) 16(6) ° 16(6) 16(6) 
FOB Tules basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis Red Olle: 
med ‘ge Ae gw cad 12.25(5) 12, 25(5) 12. 25(6) 12, 25(6) 
i i a area eS ; 
200 vis, D, 200 vis. No, 5-6 
10-25 pp...... 2» » 20 20 eS 13. 75(6) 13.75(6) 13. 75(6) 13, 75(6) 
160-160 vie, D: 300 via. No. 5-6 
O-10p.p......... 18-19 18-19 18-19 18-19 el ORES 14.35(6) 14.356) 14.35(6) 14. 26(6) 
10-26 pp... 17.6 17.6 17.6 17.6 500 vis. No. 5-6 ; . 
120 vis. D, is tie ii 14.75(6) 14. 75(6) 14.75(6) 14.75(6) 
vu. 0. 
rendngredaia wd sad ad W 15(6) 15(6) 15(6) 16(6) 
Bright Stock— Solvent 1200 vis. No. 5-6 
160-160 vis., ip ates 15. 6(6) 15. 6(6) 15. 6(6) 15. 5(6) 
0-10 p.p., 06 v.1. . ’ q ’ 2000 vis. No. 6-6 
DP. 06 v.i. (2)20-22 (2)%-22 (2)20-22 (2)20-22 oA 166) 166) 16(6) 168) 
Neutral Olle—Conventional— Pale Oile 
N Seat 7 ASO 
lo, Seal,..... 11.75 11.75 11,76 11.76 AVIATION G. LINE 
86-110 vie, 
OT . ns eee 
0, 12,75 12.76 12.7 
190 vie. No, 3 col, 13 3 13 13 — Dec. 17 Dec. 10 Dee. 3 Nov. 26 
200 vie, No. 3 13.26 13.25 13.25 13,25 1 
260 vis. No.3ecal 13.6 3 5 13 6 13 5 Grade 116/145... 19.75 19.75 9.75 19.75 
280 vis. No. 3 13.76 13.75 13.75 13.765 Grade 110/120... 18, 25(2) 18. 25(2) 18. 26(2) 18. 26(3) 
300 vis. No. 3 14 “4 “4 14 Grade 01/%..... 17.26 17.25 17.25 17.25 
Neutral Olle— Solvent — 96 v.I. Baltimore, Md. 
170-180 via...... 2)15.5-16.5(3) (2)15.5-16.6(3) (2)15.6-16.5(3) (2)16.5~-16,8(3) 100/180... 19.1 19.1 19.1 19.1 
200-210 vis...... {3)18.75-16.758) Bib 76-1076) G18 6-1876 (2316 76-16:78(3) Grade by icons 17.6 17.6 17.6 17.6 
a , (2)16.25-17,25(2) (2)16,25-17,25(2) (2)16.26-17,26(2) (2)16.25-17.26(2) Grade 00........ 17.35 17.35 17.35 17.36 
a., Boston, Mass. 
green... . Grade 100/130... 19.2 19.2 19.2 19.8 
vee nite ~ wend a Grade 91/96..... 17.7 17.7 17.7 17.7 
‘ Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gulf Grade 80........ 17.46 17.46 17.46 17.46 
or export. 
Bright Stock vie. at 210° Charteston, $. C. - 
160-160 vis, Grade 100/130... 19 19 19 
4 , P Grade 91/96..... 17.6 17,5 17.6 17.6 
0-10 pA., 96 vi. (6)19-20 (619-20 (6)19-20 (6)19-20 Grade 80........ 17.26 17.26 17.96 17.6 
Neutral Olig—Vie. at 100°; 96 v.1.; 0-10 pa. 
100 vie... ...0.0. 14-16 14-16 U-16 14-16 Houston, Tex. 
bssdbesces 14.5-16.76 14.5-16.75 14, 5-16.75 14.5-16,75 Grade 100/130... 18 18 18 18 
900 vie...,...... 1627.26 17.25 15-17 .26 15-1726 Grade 91/96... 16.5 16.5 16.6 16.6 
600 vis...... ; 16-18.6 16-18.6 16-18.5 16-18.5 Grade 80........ 16.25 16.25 16.26 16,25 
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AVIATION GASOLI 
(MIL-F-5572) 
Dec. 17 Dec. 10 Dec. 3 Nov. 26 
New Orleans, La. 
Grade 100/130... 18 18 18 18 
Grade 91/96..... 16.5 16.6 16.5 16.5 
iessecas 16.25 16.25 16.26 16.25 
New York, N. Y. 
Grade 100/130 19. 1(2) 19. 1(2) 19. 1(2) 19. 1(2) 
Grade 91/96..... 17.6(2) 17.6(2) 17.6(2) 17, 6(2) 
Grade 80........ 17.38(2) 17.36(2) 17.36(2) 17. 35(2) 
19.1 19.1 19.1 19.1 
17.6 17.6 17.6 17.6 
17.35 17.35 17.35 17.35 
19.15 19.16 19.15 19.15 
17.65 17.66 17.66 17.65 
Shine eae 17.66 17.66 17.66 17.68 
JET FUEL 
(MIL-F-5624) 
Guif Coast, 
Cargoes Dec. 17 Dec. 10 Dec. 3 Nov. 26 
Grade JP-4...... 0.25-9.75 9.26-9.75 9.25-9.75 9.25-4.76 
NAPHTHAS & SOLVENTS 
Dec. 17 Dec. 10 Dec. 3 Nov. 26 
Baltimore, Md. 
Mineral spirits... 16 .5(4) 16 5(4) 16.5(4) 16 .5(4) 
Boston, Mass. 
V. M. & P 
naphths....... 18.6(4) 18.6(4) 18. 5(4) 18 5(4) 
Mineral spirits 17. 6(5) 17.6(5) 17. 6(6) 17. 6(6) 
New York Harbor 
Vv. M. & P. 
naphtha....... 18(4 18(4 18(4) 18(4) 
Mineral spirits... 17/5 176 17(5) 17(5) 
Philadelphia, Pa. 
V. M. & P. 
naphtha....... 17.5(4) 17.64) 17 .6(4) 17. 6(4) 
Mineral spirits 16. 6(5) 16. 5(5) 16. 5(5) 16. 5(5) 
Providence, R. |. 
V.M&P. 
naphtha....... 19.5 19.6 19.5 19.5 
Mineral spirits .. . 17.5(6) 17.6(5) 17. 6(5) 17.6(5) 
FOB Group 3 
Stoddard solvent 12.375(4 12.375(4 12.375(4) 12.376(4) 
Sire pao 12.875(3 12. 875(3 12.875(3) 12. 875(3) 
‘naphths....... 12 s74(4) 12.875(4 12. 875(4 12. 875(4) 
Mineral spirits... 11. 876(4 11.875(4 11. 875(4 11. 875(4) 
Rubber solvent... ba | 12, 875(3 12.8753 12, 876(3) 
Lacquer diluent... (2)13.126-13.375 (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 
Bensol diluent... (2)14.125-14.626 (2)14.125-14.025 (2)14.125-14.625 (2)14.125-14.625 
Western Penna. 
Oll City: 
Stoddard solvent . 16 16 16 16 


Hrd solvent. 16(3) 16(3) 16(3) 16(3) 


Ohie—Quotations of 8, 0. Obio for delivery to Ohie points, 


yen 18 18 18 1 
ante 5 
Mineral spirits... 17 17 17 17 
Stoddard solvent. 17 17 17 17 
Rubber solvent... 15.875 15.875 15.875 16.875 
E. Tex. (Truck transport lots) 
Stoddard solvent 12.25 12.25 12,25 12.25 
Cont. W. Tex. (Truck transport lots) 
Stoddard solvent. 11.5 11.5 11.5 11.5 
Kansas (For Kansas destinations only) 
Stoddard solvent. 12.5 12.5 12.5 12.5 
PARAFFIN WAX 
Dee. 17 Dec. 10 Dec. 3 Nov. 26 

Western Penna. (tc. in bulk) 
124-6 AMP white 

crude seale.... (2)6.26-6.66 (2)5. 25-6 .65 (2)6. 26-6. 65 (2)6. 25-6 66 
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PARAFFIN WAX 


Nov. 26 


(4)6.6-6.75 
86.25 

(2)8-8.45 

(2)8-8 45 


(2)7 126-7 .75 
(2)6. 75-7 .876(2) 
(2)6. 625-7 25 

6. 125-6, 75(2) 
(2)6.26-6.75 
(2)6. 26-6.75 
(2)6-6.6 


Melting points are AMP, Sia Goo Exe. Prices for carload lots. Uomestic press 
FOB refinery; scale in neny weaned, slabs loose. Export prices PAS; pha sy 7 
bags or bbls; fully refined in bags or cartons. 

Dec. 17 Dec. 10 Dec. 3 
New York[Domestic 
124-6 white crude 
spdeeaces 7.1(2) 7.1(2) 7.1(2) 
123-5 fully refined 7.96-8.45 7.06-8.45 7.96-8.45 
126-7 refined 8.45(3) 8. 45(3) 8. 45(3) 
128-30 

refined. ....... 8.45(3) 8. 46(3) 8 45(3) 
133-6 fully refined 8. 55(3) 8. 55(3) 8. 55(3) 
135-7 fully refined 8. 55(3) 8.55(3) 8.55(3) 
138-40 

a 8.55(3) 8.55(3) s ae 
143-6 fully refined 8.55(2) §.54(2) 8.55(2 
140-61 

refined........ 10.55 10.55 10.65 
New York Export 
124-6 white crude 

ooale.......... (ae. rt 75 (4)6.6-6.75 (4)6.6-6.75 
123-6 fully refined 8-68.25 8-86.25 
126-7 fly rained nes. “ (2)8-8. 45 (2)8-8.45 
128-30 fully w4 

refined........ (2)8-8.45 (2)8-8.45 (2)8-8.45 
130-32 fully 

refined........ (2)8-8 45 (2)8-8.45 (2)8-8.45 
133-6 fully refined (2)8-8.55 (2)8-6. 55 (2)8-8 66 
oe Ys refined 8.25-8.55(2) 8. 25-8. 55(2) 8. 25-8. 65(2) 

refined..... 8. 25-8. 55(2) 8. 26-8 .55(2) 8. 25-8. 55(2) 
143-6 fully refined 8. 25-8 55(2) 6. 25-8 .65(2) 8. 25-8. 65(2) 

PETROLATUMS 
Dec. 17 Dec. 10 Dec. 3 
Western Penna. 

Bbie., carloads; tank cars, 1-1 .5¢ less 
Snow white . (3)7.126-7.76 = (2)7.125-7.75 = (2)7. 125-7.75 
Soft white....... (2)6.76-7.376(2) (2)6.76-7.375(2) (2)6.75-7.375(2) 
Lily white. . (2)6.625-7.25 (2)6.625-7.25 (2)6.625-7.26 
Cream... .. cscs 6.126-6.75(2) 6.126-6.75(2) 6.125-6.75(2) 
Soft yellow. ..... (2)6.26-5.75 (2)6.25-6.75 (2)5.25-6.76 
Light amber ..... (26 .26-6.75 (2)6.25-5.76 (2)6.25-6.75 
Amber.......... (2)6-5.5 (2)5-6.5 (26-65 
 perery 4.75-6.375 4.75-6.375 4.76-6 375 


4.75-6 375 
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“Now, gentlemen, if you REALLY want increased 
payload, let me show you our new LIGHT WEIGHT 
model.” 
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{J prices TANK WAGON 


Prices for gasoline do not include taxes; they do, however, include Inspection fees per gal., included in both gasoline and kerosine prices 
inspection fees as shown in next column. Gasoline taxes. shown in separate unless otherwise specified, are as follows: 
vy include 2¢ federal and state taxes; alse city and county taxes Ala. 1/40c¢ on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 2/25c; 
as indicated in footnotes. Kerosine tank wagon prices also do not include Kans, 1/100c; La, 1/32c; Minn. 5/200c; Mo. 1/25c; Neb. 4/ 1Me: Nev. 
taxes; herosine taxes where levied are indicated in footnotes. Discounts 1/20e; N. C, 1/4e; N. D. 1/20c; Okla. 2/25c; S. C. 1/8c; S. D. 1/40c; 
if any, are shown in /ostneses These prices in effect December 15, 1954, Tenn. 2/5c; and Wisc. 3/100c. 
as posted by principal marketing companies at their headquarters’ offices Kerosine inspeétion fees only: Ala. 1/2c; Iowa 1/50c; Mich. 1/5c. 


but subject to later correction 


Socony Vacuum 


-~ 


Mobilgas Aircraft s/V ‘S/¥V 
Grade Grade Grade Mobilgas (Regular Grade) Mobilfuel Mobilheat No. 4 lo. 6 
Gasoline 86 91 1060 Cons. Dir. Cons. Dir. Mobil Kerosine Diesel (No, 2 Fuel) Fuel Fuel 
N York Cit “eees Tw. Ce, Tie. Bae Bae Bee Bee. THe Va’ TW. Th. FTO. Tk Weed F.0. Fewe Ree 
ew York City: 





SS 56 axis o's 6.0 15.8 15.8 bai u14.95 .... 14.4 ay ..+» 614.0 ©11.87 46.38 
Ns ¢o noses 6.0 15.8 16.8 w11.25 16.15 .... 14.4 ... ™10.5 «14.1 911,37 46.33 
Kings 6.0 15.8 15.8 11.05 «11.15 «14.95 x10.7 «14.4 «10.3 10.4 x14.0 911.87 96.33 
9 6.0 rh Tapes ; 15.8 15.8 : is SS ace, See .. 14,0 11.87 46.38 
echmond 6.0 : : 4 15.8 5.8 «10.96 «11.25 «15.15 «10.6 «14.56 «10.2 410.6 x14.1 11.87 *6.33 
Albany, N. Y 4a 5 oe tee 14.8 14.8 16.8 16.8 x11.26 «11.45 .. *10.9 14.1 x10.6 10.7 213.7 9.86 “6.97 
Binghasnton 6.0 . 15.2 16.2 16.8 16.8 11.75 «11.75 «15.26 «11.4 x14.6 411.0 x11.0 414.2 bee 
Buffalo......... 6.0 28.1 24.1 26.1 16.6 16.6 -16.6 16.6 x12.26 «12.45 «16.95 «11.9 416.6 11.5 x11.7 416.2 .... 10.05 
Jamestown... .. | eee 15.7 16.7 16.8 16.8 x18.7 3218.9 ... pee rae, Soe ee Ww ae 
Mt. Vernon 6.0 y aay ae Ae .. 11,85 015.06 .... “14.7 .... 610.6 414.8 11.45 
Platteburg. a ah ee. ea | ae kT lee oe ae a” Se a tO eat 
cheater . . 6.0 28.0 2.0 .., 15.4 16.4 16.6 16.6 x12.06 12.25 «16.66 11.7 «14.9 x11.3 411.5 114.5 
Syracuse,.... eet, .. ceee eevee 16.8 16.8 616.8 016.38 %11,96 011.95 .... 11.6 014.7 11.2 x11.2 114.8 
Bridgeport, Conn 6.0 ted yi, 15.6 15.6 x10.95 110.96 .... .... mI4.6 x10.2- 210.2 218.7 
Danbury...... 6.0 ’ 16.2 16.2 . nebe or? phy : Ae 
Hartford, .... 6.0 144.8 14.8 12.9 112.9 x11.8 «11.8 .... 10.95 014.4 %10.65 «10.55 x14.0 
New Haven 6.0 14.8 14.8 16.1 16.1 x10.95 x10.95 .... %10.6 14,1 «10.2 210.2 18.7 
Bangor, Me * Spee 16.6 16.6 16.9 16.9 11.75 .. “16.2 «11.4 0156.0 x11.0 .... 214.6 
Portiand,...... 8.0 2 14.6 14.6 16,7 5.7 «11.16 .. “15.7 010.8 414.4 «10.4 ee 
Boston, Mass...,.. 7.0 20.8 218 %288 14.4 14.4 18,9 112.9 11.05 , x15.7 «10.7 «14.4 «10.3 -» 14.0 
Coneord, N, H 7.0 ; ; es 16.8 16.8 ; na a va .. *16.0 
Lancaster,......, 7.0 fag! 18.6 18.6 : om ea ~ . BES 
Manchester 7.0 4 . (op a , 16.6 16.5 x16.4 at ‘ .. m14.8 
Portamouth....,.. 7.0 28.0 24.0 ‘ 15.2 16.2 16.1 16.1 11.2 hes x10.85 «14.8 10.45 .. “14.4 
Providence, R. I. 6.0 21.8 22.8 24.8 14.4 14.4 18.9 712.15 «11.05 “156.7 «10.7 14.4 10.3 .. *14.0 
Derenaven, Vto..... 7.0 csoo  oroe cooe 18.9 16.9 16.9 16.9 112.66 19.66 .... 318.9 516.1 211.8 8 x14.7 
tak ecsptes 7.0 ape pede 17.6 17.6 nad ~ - ie seas aa 2.2 16.1 
Tank Wagon Prices Buffalo N. ¥. City Rochester Syracuse Roston Hartford Providence 
Mineral Spirita.......... , ‘ 19.6 18.0 20.6 22.0 19.0 20.0 19.6 
V. M. & P. Naphtha..... ae Seauey 19.5 22.6 23.5 20.5 21.6 21.6 


Taxes: N.Y.O. prices are ex 8% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfnel Diesel—-All points, tank wagon less 0.5¢ for deliveries of 800 gals. or more. 
Mobiltheat.New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 800 gals. or more. 
Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. Jamestown t.c. prices are delivered prices, all other t.c. prices are FOB bulk terminals. 


Effective dates: {Nov. 16; #Nov. 24; tDec. 8; xDec. 4; *Dec. 6; “Dee. 9; "Dec. 17. 


Ohio Standard 


Sohio X-Tane Gasoline 


Aviation Gas.-Cons. T.W. (Regular Grade) Naphtha & Solvente—Cons. T.W. 
Sohio Sohio Sohio Con- Re- S.R. D.C. V.M.&P. Sohio 
Gasoline Avia. Avia. Avia. sumer sell- Sol- Naph- Naph- Varno- Sol- Kerosine No.1 No.2 
Taxes 80 91 100 T.W. ers S.S. vent tha the lene vent T.W. Fonte Sohio- 

t Heat 

Akron 7.0 28.76 24,75 27.76 17.9 14.4 17.9 21.6 28.0 23.0 22.0 22.0 14.7 14.7 18.7 
Canton....... 7.0 23.76 24.765 27.76 18.4 14.9 18.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 18.7 
Cincinnati, . . . 7.0 28.76 24.75 27.76 19.1 15.6 19.9 21.6 23.0 23.0 22.0 22.0 14.7 14.7 18.7 
Neveland. ; 7.0 238.75 24.75 27.75 19,1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14,7 18.7 
Columbus. . . 7.0 28.76 24.76 27.76 19.1 15.6 19.9 21.6 23.6 23.0 22.0 22.0 14.7 14.7 18.7 
Dayton. .. 7.0 28.76 24.75 27,75 19.1 15.6 oo: 8.5 80 2s Be ee A 14.7 18.7 
Tima, . 7.0 238.765 24.75 27.75 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14,7 18.7 
Mansfield. 7.0 28.76 24.75 27.76 19.1 15.6 19.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 18.7 
Marion. . 7.0 28.76 24.76 27.75 19.1 15.6 19.9 21.5 28.0 23.0 22.0 22.0 14.7 14.7 18.7 
Portamouth 7.0 28.75 24,765 27.765 19.1 15.6 19.9 21.5 28.0 23.0 22.0 22.0 14.7 14.7 18.7 
Toledo,..... 7.0 28.75 24.75 27.75 18.4 14.9 18.9 21.5 23.0 23.0 22.0 22.0 14.7 14.7 13.7 
Youngstown. ... 7.0 23.76 24.75 27.76 19.1 15.6 19.9 21.5 23.0 28.0 22.0 22.0 14.7 14.7 13.7 
EDS. vid'cle nado ake 7.0 28.76 24.76 27.76 19.1 15.6 19.9 21.6 23.0 23.0 22.0 22.0 14.7 14.7 18.7 


Taxes: Mongar operators can purchase aviation gasoline less 4c per gal. State Road Tax by supporting purchase with State Tax Exemption Form A-10 
to supplier 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 
Notes: Kerosine, Nos. 1 and 2 Fuels——Prices are for 100 gals. or more, 560 to 99 gals. add le per gal., 1-49 gals., add 2c per gal. 
Naphthas and Solvents—-T.W. and drum prices are for deliveries of 500 gals. or more. For other deliveries: 150-499 gals. add 2c; for less than 160 





wales., add be. 
Premium-grade gasoline t.w. prices 2c above regular; third-grade prices same as regular unless otherwise noted; s.s. prices are at company operated 
stations 
Fuel Oile—T.W.—Chicago, Il. 
Indiana Standard Coe Ente 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard Heater Oil Furnace Oil 
of Indiana bulk plants where the company’s prices are publicly posted 1-99 gals........ = ty 16.3 15.3 
Red Crown — ———~Stanolex Furnace Oil—— —— 100-149 gals....... , Li cee 
(Reg. Grade) Gase- Kero- 100 =—-100- -100- =175- 350 850 aero: M4. :3°% 
Cons. Dir, line sine 1-99 gals. 174 349 849 gals. gals. 100-899 gals........ tee 43 
T.W. T.W. Taxes T.W. gals. over gals. gals. gals. & over & over 400 gals. & over...... owes . 
Chicago, Ill......... 18.8 16.8 7.0 168 ..,. pee ‘ . owe ete oxo Stanolex Stanolex 
South Bend, Ind.,.. 19.0 16.7* 6.0 17,1 15.8 14.8 ‘ si see Fuel A Fuel C 
Detroit, Mich....... 18.8 16.8 6.5 16.8 16.4 14.4 oa “nae one 1-749 Shnupiacdns 9.65 8.5 
Mpls.-St. Paul...... x17.1 «15.6 7.0 16.7 16.0 14.0* 13.8 12.8* 750 & over....... 8.9 7.76 
Des Moines, Ia.,...x16.9 016.4 7.0 16.8 14.5 18.5 bay Kauis, Be., gagetine ten tastades Se 
ec . Des Moines, Ia., kerosine an 
St. Louis, Mo....... 17.2 16.7 6.0 16.0 14.4 18.4 oil prices do not include 6c state tax. State 
Wichita, Kans...... 15.4 16.0 7.0 14.6 12.8 11.8 sales, pation and use taxes to be 
Omaha, Nebr....... 17.6 16.0 8.0 16.0 14.4 18.4 om waese applicable. a nies Meena nite 
‘ote: Premium-grade gasoline t.w. - 
Farge, N. D........ ul7.2 416.2 7.0 17.6 16.4 14.4 erally 2e above regular. 
Huron, 8. D........ x17.9 x16.4 7.0 17.6 156.8 14.8 ~ say seas caos *Temporary” price. 
Milwaukee, Wiec.... 18.8 17.3 6.0 17.0 16.0 15 ie 56.8 = exes xEffective December 1. 
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TANK WAGON 


H es 
Standard of 9 ene ast Gase- 





California i, by line 
400 Gale. & over Taxes 
San Fran., Cal... 16.1 19.6 8.0 
Los Angeles... .. 15.6 19.1 8.0 
eS 17.2 20.7 8.0 
Phoenix, Ariz.. 18.8 22.3 7.0 
Reno, Nev....... 18.6 «22.0 7.6 
Portland, Ore. 16.6 20.1 8.0 
Seattle, Wash 16.6 20.1 8.5 
me Fesaseovs 18.8 22.8 8.5 
acoma..... 16.6 20.1 8.5 
Idaho. 18.6 24.3 8.0 
Salt Lake....... 16.9 20.9 7.0 
Honolulu, T. H.. 17.2 20.7 8.5 
Fair’ ks, Alask 29.0 $2.6 4.0 
Juneau...... a 18.3 21.8 4.0 
Standard Standard 
Diesel Standard Stove 
Kerosine Fuel Furnace 1 
-T. T.F. ORT. FF, 
(400 gale. over) (ex all taxes) 
San Fran..... 17.6 12.7 12.7 14.2 
Los Angeles... 17.1 12.2 12.2 13.7 
Fresno....... 19.6 13.5 13.5 15,0 
Phoenix...... 20.3 16.1 16.1 17.6 
eas 20.3 15.6 cane Sook 
Portland..... 19.6 13.3 ER ane 
Seattle....... 19.6 13.3 seve Pre 
Spokane..... 22.4 16.7 vou aiaki 
acoma...... 19.6 13.8 er iP 
be ped ese 6 16.2 15.2 16.7 
Salt Lake. . 18.5 13.6 11.5* 14.0 
Honolulu. . . 18,7 13.6 13.6 
rbanks.... 34.2 rey vont 
Juneau...... 23.3 
Taxes: 


Boise—8c gas tax applies to motor fuel only ; 
avgas taxes are 2c federal, 2.5c state. 

Salt Lake—T7e gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c state. 

Honolulu—8.5¢ gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 3.5¢ terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawaiian gross income tax of 1% to 
reseller, 2.6% to consumers. 





Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals.; 
0.5¢ for 200-899 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5¢ differential applies 
to 40-399 gal. delivery; for less than 40 gals. 
add 6.0c gal.; except at Honolulu add 5.0c for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
py to all a in excess of 40 gals. 

rices for Chevron Supreme (Premium) are 
2.2¢ oe higher, except at Boise and Salt ke, 
which are 2.0¢ gal. higher—than evron (Reg- 
ular) for quantity delivered. For less than 40 
gal. deliveries, add 5.0¢ gal. to 400-gals.-and- 
over price, except at Honolulu, add 56.0¢ gal. 
for less than 40 gals. (Marine) and less than 
100 gal. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0c for 91/98, 
5.0c for 100/180 and 8.0¢ for 115/145. 

Kerosine—T.T. prices apply to deliveries of 
400 gals. and over. For other deliveries: less 
than 40 gals., add lic; 200-399 gals., add 3c; 
40-199 gals., add 6c; tank car/truck trailer, 
deduct 3.5c. 

Standard Diesel/Furnace Oi] and Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 gals., 
add lc; 200-399 gals., add 0.6c; less than 40 
gals., add bc. 

* Standard No. 2 Burner Oil. 
xEffective November 26 


Fire-Chief Gasoline 

Texas (Regular Grade) Kerosine 
Co. Dealer Gasoline Dealer 

T.W. Taxes T.W. 
Dallas, Tex...... 14.8 6.0 13.3 
Ft. Worth anid 14.8 6.0 18.3 
Wichita Falls..... 15.0 6.0 13.3 
Amarillo....... ‘ 15.0 6.0 13.3 
Weiss veercesss 15.0 6.0 13.3 
ee 16.8 6.0 14.85 
San Angelo 15.0 6.0 13.3 
Wee sbbeccccoes 14.9 6.0 13.3 
MEcesenrecee 14.9 60 13.3 
Houston......... 14.7 6.0 13.8 
San Antonio 15.0 6.0 13.8 
Port Arthur...... 14.7 6.0 13.8 


Notes: Dealer t.w. prices apply also to all 
classes of consumers with minimum delivery 
of 50 gals. 

Premium-grade gasoline t.w. prices 2¢ above 
regular. 
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imperial (Prices are per imperial gal.; to 
arrive at price per U. = gal., 
Oil subtract 1/6th.) 
(Esso Gasoline 


egular Grade) Kero- 
ler Gasoline sine 
T.W. Taxes T.W 








St. John’s, Nfld....... *24.7 15.0 25.2 
Halifax, N.S a ee 21.2 15.0 24.2 
St. John, N.B........ 21.2 18.0 24.2 
Charlottetown, P. E.I. 238.2 18.0 26.2 
Montreal, Que........ 21.6 18.0 26.1 
Toronto, Ont.. . 22.1 11.0 26.1 
Hamilton, Ont.. 22.1 11.0 26.1 
Winnipeg, Man.. 21.9 9.0 27.3 
Brandon, Man.. 24.5 9.0 27.5 
Regine, Sask... 21.2 11.0 24.0 
r: toon, Sask. 24.1 11.0 26.9 
Calgary, Alta... .. 20.9 10.0 23.7 
Edmonton, Alta...... 19.9 10.0 22.7 
Vancouver, B.C...... 21.9 10.0 24.7 








Taxes: Gasoline taxes are provincial taxes. 

Notes: 

Premium-grade gasoline t.w. prices 3c above 
lar. 


ular. 
* Price is for premium grade. 


Humble 
— Gasoline Gem oo 
Regular ne 
T.W. Retail Taxes Wagon tail 
Dallas, Tex... 14.8% 18.9 6.0 18.8 17.6 
Ft. Worth.... 14.8* 18.9 6.0 13.3 17.6 
Houston..... 14.7 20.0 6.0 13.38 17.6 
San Antonio.. 15.0 20.3 6.0 13.3 17.6 


Notes: 

T.W. prices are to all classes of dealers and 
consumers. 

Premium-grade gasoline t.w. prices 2e above 
regular. 

* Price of 13.9¢ in effect to contract dealers 
only. 
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THIS IS 














Located Points. 


Fill Your Own 


ontainers. 


costs. 


WRITE, WIRE OR PHONE 


—for samples and details of 





the Elk plan for bigger sales 
for you through Elk's top- 
quality 100% Pure Pennsyl 


vania oil products. 





STORY...) and you can profit by it / 


¢ We Offer 100% Pure Pennsylvania Products—Nature’s Best . . . 
¢ In Motor Oils, Bright Stocks, Neutrals, Cylinder Oils and Waxes. 


e Our Prices Are Favorable To You, and We Protect You For a 
Year At a Time Against Market Increases, but Immediately 
Give You The Benefit of Market Decreases. 


e We Have Ample Refinery Capacity . . . 


e And Operate Modern Storage Facilities At Many Strategically 


e We Ship The Way You Want It—In Bulk, Drums, Cans... Or 


THIS ASSURES YOU — of constant supply on short 
notice to help you keep inventories low . . 
savings in time, labor, freight and double-handling 


EL 


REFINING COMPANY 


Charleston 24, W. Va. 
Refiners of Highest Quality Pennsylvania Grade 
Petroleum P.G.C.0.A. Permit No. 25 






. and of a 





FOUNDED 1913 











fj prices 


Atlantic Qteasio 


Gasoline 
mead Cons. Dh Sante) 


tw. Taxes T.W 


15 
*16 
16. 
*16 
16. 
“14, 
“16, 
"16, 
"14 
16, 


Kero. & 


& RSRLBerIwdwA 


“Cc QR REARNeANHRA 


— 


Sor eerneoee 
Sm eoOweaeceeece 


- eon 


M4.. 
Richmond, 
Cc sharioite, 

N. 

Jackson ville 
Pe 16 
Miami... F il 


o 
> 


w 
coe S&© S&S BS SSQSSee2S2e2an3 22 48 82484944444 


Mineral Spirite V.M.&P. 
T.W. T.W. 


Philadelphia, Pa...... ; 19.6 
Pittaburgh B 23.0 


Heavy Fuel Oile—T.W. 
No. 5 No. 6 

Philadelphia, Pa....... *8 39 *6 .60 
Notes: 

Premium-grade gasoline t.w. prices 2.5¢ 
above regular, except Georgia and Florida 2c. 

Kerosine—Thru Pa. & Del., add ic per gal. 
for t.w, deliveries of less than 100 gals. at one 
time, Camden-—-Add le for deliveries of 100-209 
wals., 2c for less than 100 gals. 

Mineral Spirits prices also apply to Stoddard 
Solvent. 

Effective dates: {Nov. 26; #Dec. 2; "Dec, 3; 
*Dee, 4; “Dee, 6; «Dee. 7; *Dee. 8. 
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Kentucky 
Standard 


Covington, Ky... 
Lexington.... 
Louisville 


£. a 
Birmingham, Als... 
Mobi 
oe AE se 
Atlanta, Ga... 
Augusta. 
Macon..... 
Savannah 
ceeereny, 7 Fia. 


= 
VOCOCSZBZ#2ZsVBoOoecwowovvcwo 


cooooooscoscosoescce |} 


CORR HRI BAMBDAOMONSG: 


MAAABBWEBAOA 





; tax ] includes these city & 
county taxes; Mobile, 2c city; Birmingham, le 
county; Montgome le city & le county; 
Pensacola, le city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, 
kerosine, le; Mississippi, kerosine 0.5c. 


Notes: 

Premium-grade gasoline t.w. prices 2c above 
regular. 

Cons, t.w. prices same as net dealer prices. 


Cont’] (N. 8B. Prices are Continental's tank- 
wagon prices. Current selling price 
oil may vary from those shown because 
of local conditions). 

Conoco Demand 

N-tane (3rd Gaso- Kero- 

(cqpuier) Grade) line 

Wagon Taxes T.W. 

Denver, Colo 8 & 
Grand June , 2 2 
Pueblo 5.6 6 
C casper, Wyo... 7 
Cheyenne. . 9 
Billings, Mont.. 
Butte 
Great Falls. . 
Helena... 
Salt Lake, U.... 
Twin Falls, Ida. 
Albuquer., N. M. 
Roswell... . ; 
Santa Fe. ‘ 
Muskogee, Okla. 
Oklahoma City. 
Tulsa,... 


wemownonte 


SHRHeOCeleSSCSeOeesreeraoe 


erwoereraconoe- 


a-crrenr 





VENTALARM* the Original and 


Taxes: 

Gasoline tax ] includ these city 
taxes: Albuquerque & Roswell, 0.5c; Santa 
Fe, le; Cheyenne, le; Casper, lc. 





Discounts : 

Salt Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
200 gals.; 200-399 gals., deduct 0.5¢; 400 gals. 
and over, deduct lc 


Notes: 
T. W. prices are to consumers and dealers. 
Premium-grade gasoline t.w. prices 2.3c 
above regular. 


Esso Gasoline 


Esso Geostar Grade) 


Standard 9 
Taxes T.W 


6. x14.45 


Atlantic City, N. J.. 
; 14.45 


-arnea-ocaucocexone: 


ACCRON MAH BOISE NWAIAwWAICSHNAHoAoaane 
CVCRISH HIE DORrRBEeNWAIANwISSHNaHoMwoaace 
BOCOCOCOCOSOSSSCCOOCAIIABHHOHSKSHVSVOVWS 

mocoooooooooooscooseooosooSooSoSooSSS 


BACaARIBDa SAAS 


Little Rock, Ark.. 


Naphthas T.W. & Steel Bbls. 
Min, a pees V.M.& P. 
19.6 


24.0 26.5 


16.7 
25.6 


Dependable WHISTLING TANK FILL SIGNAL 


3,600 gals. Sie. . 17.2 


Over 4,000,000 VENTALARM 
Signals have been installed 
on household fuel tanks. 


FUEL OILS—T.W. 
No.1 No.2 No.4 No.6 


Atlantic City, N. J.x14.45 «18.7 
ne Be ee 
Underwriter's Laboratories Listed “4.256 92.88 


FULL PATENT PROTECTION 


Universally Approved by 
Leading Fire and Safety 
Authorities 


SOOHKAIeH Swear 


x13 
Full variety of models to satisfy every tank condition, new or old. 


SCULLY SIGNAL COMPANY 
174 Green Street, Melrose 76, Mass. 


c di Li EMPIRE BRASS MFG. CO., LTD., London, Ontario 
* T.M, Reg. U.S. Pat. Off. © 1954 Scully Signal Company 


Taxes: Louisiana kerosine prices do not in- 

clude le state tax. 

Notes: Kerosine No. 1—-Atlantice City prices 

are for deliveries of 300 gals. or more; add le 

for 100-299 gals., 2c for less than 100 gals. 
Premium-grade gasoline t.w. prices 2.5¢ 

above regular. 


Effective dates: xDec. 3; *Dec. 4; *Dec. 6. 
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CRUDE OIL Domestic—in $ per bbi. of 42 U. &. gale. at the well 


© S86: BG: :::::ffi:: 


soe Wel -cene v009.- 00 
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Prices in fields east of California were ef- 
fective as of 7 a.m., June 15, 1953, by pn 
noted. Prices are shown by states and by ¢ 

eral areas in most states. Details of fields 
where each company posts and exceptions to 
gravity schedules as shown above will be fur- 
nished on request to NPN. Scattered fields on 
gravity schedule as well as fields for which 
flat prices are posted are shown in the Fiat 
Price Section. 


GRAVITY SCHEDULES 
ARKANSAS—Sweet Crude 
—— A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Crudes 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crade 
Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


KANSAS—AII fields 

Schedule A: Carter, Cities 
nental, Gulf, Phillips, Pure, 
Stanolind, Texaco. 


Service, Conti- 
Shell, Sinclair, 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 
Schedule N: Esso 
Hemphill & Other Fields: 
Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 
Schedule P: Ark. Fuel, Eso. 


LOUISIAN A—Coastal 
Edgerly & Other Fields: 
edule F: Gulf. 
Eunice & Other Fields: 
Schedule E (24-29 gravity): 


Cities Service, 


Sun. 


LOUISIANA—East 
Delhi & Other Fields 
Schedule N: Esso, Stanolind, Sun. 
Fairview & ‘ton Fields : 
Schedule O: Esso. 


LOUISIAN A—-North 
Athens-Pettit & Other Fields: 
Schedule M: Esso, iy 3 
Caddo, Homer & Other 
Schedule A: Ark. Fuel, 4 Gulf, Magnolia, 
Stanolind. 


LOUISIAN A—Seuth 

Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 
Schedule Q: Esso, Gulf 
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MISSISSIPPI-—-Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Faso. 


MONTANA—Sweet Crade 
Schedule A: Carter, Phillips, Ohio Oil, Stano- 
lind, Texaco. 


MONTANA—Sour Crude 
Schedule R: Carter, Continental, 
Stanolind. 


Ohio Of], 


NEBRASKA—AIll fields 
Schedule A: Pure, Sinclair. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AIl fields 
Schedule M, 


less 30¢: Stanolind (10-15-64). 






OKLAHOMA—AIl fields, except as noted below 

Schedule A: Carter, Cities Service, Continen- 
tal, Gulf, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Sun, Texaco. 





OKLAHOMA-—-Carter, Comanche, Cotton, Gar- 
vin, Jefferson, Marshal! & Stephens Counties 
(8-1-54 except as noted) 

Schedule AA: Carter, Cities Service, Mag- 
nolia (7-28-54), Pure, Shell, Sinclair (7-24- 
54), Texaco ( (8-56-54). 


TEXAS—East Texas Field 

$2.90 Fiat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, L'agnolia, Ohio Oil, Pan 
American, Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, 


TEXAS—Gulf Coast 
Aldine & Other Fields: 
; ~ eee P: Pan American, Phillips, Stano- 
ind. 
Anahuae & Other Fields: 
Schedule F: Cities Service, Gulf, Humble, 
Magnolia, Pan American, Phillips, Pure, 
public, Shell, Sinclair, Sun, Texaco. 
Arcola & Other Fields: 
Schedule J: Atlantic, Phillips, Pure, Sinclair, 


Texaco. 
Goose Creek & Other Low Cold Test Pields : 
Humble, Pan 


Sinclair 


& 
Schedule E (24-30 Gravity): 
American, Stanolind, faa. Texaco. 


Hastings & Other Fiel 
Schedule E (24-40 Gravity) : Atlantic, Gulf, 
Humble, Pan American, Stanolind 
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TEXAS—North, North Central 
Schedule A: Continental, Gulf, 
Sinelair, Stanolind, Texaco 


Magnolia, 


TEXAS—Northeast 
(Asphalt Crudes) 
Cayuga & Other Fields: 
hedule K: Pan American. 
Taleo & Other Fields 
Sehedule L: Humble, Texaco. 


TEX AS—Panhandle 
Schedule A: Gulf, Humble, Magnolia, 
lips, Texaco. 


Phil- 


TEX AS—South west 
Bianconia & Other Fields: 
Schedule I: Cities Service, Continental, 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fie 
Schedule H: Humble, Sun. 
Mirando & Other Crudes: 
Schedule G (34-29 Gravity): 
nolia, Sinclair, Sun, Texaco. 
Refugio & Other Crudes: 
Schedule G (20-40 Gravity): Atlantic, Citles 
Service, Humble, Phillips, Republic, Sinclair, 
Sun. 


Hum- 


Humble, Mag- 





TEXAS—West Central 
Schedule A: Humble, 
Texaco 


Stanolind, 


Magnolia, 


TEXAS—Weat Texas Sweet 

Schedule A: Atlantic, Cities Service, 
Humble, Magnolia, Phillips, Pure, Shel), 
clair, Stanolind, Texaco. 


Gulf, 
Sin 


TEXAS—West Texas Intermediate 
Schedule D: Atlantic, Cities Service, Gulf 


Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 
TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco 
WYOMING—Sweet Crude 

Schedule A: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind. 
WYOMING—Sear Crude 

Schedule BR: Carter, Continental, Ohtlo Ol), 


Pure, Sinclair, Stanolind 
FLAT PRICES 
(Listings alse include some fields on gravity 
schedules) 
ARKANSAS 
Limestone C 





Sandstone Condensate (Esso) 
mackover (Ark. Fuel, Gulf) 


d te (Easo) ay 
. 
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WYOMING 
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Schedule s Schedule 
Midway Sunset. Signa! Hil! (Long Beach). 19 
Mission 25 Tejon Hills 17 
Montalvo, West (Colonia 
) 22 ‘asco. 
Montalvo West (MeGrath W 
Pool). ¥ 21 
Montebello... 
Mountain View. 
Mt. Poso 1 
Elk Hille w).. ; aengeet See Newport Anal Sugar 6 Santa Fe Springs... 
Elk Hills itcvons Zone), Lost * Newport—Other Than Santa Maria Valley 
£) Segundo. . + McKittrick yf Anaheim Sugar Area... 7 


144 NATIONAL PETROLEUM NEWS «+ January, 1955 





































Crude 
Arabian 
Arabian 
Arabian 
Basrah 
Iranian 
Iranian 
Iranian 
Lranian 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian* 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian* 
Iranian 
Iranian 
Iraq 
[raq 
Iraq 
Kuwait 
Kuwait 
Kuwait 
Qatar 


atar 
jatar 
atar 


Arabian 
Arabian 
Arabian 
Iraq 
Iraq 
Iraq 
Iraq 















residual 







October. 






up 0.1% 









Crude 







Gasoline 
Kerosine 





Bureau 
petroleum products 





y's requir 


CRUDE OIL Foreign—in $ per bbl. of 42 U. 8S. gals., except as noted. 


Venezuelan Crude Prices 


Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB d 
to crude availability and ts; 





Crude Gravity API 
Bachaquero _. 14-14.9 
Tia Juana Heavy 19-19.9 
Lagunillas Heavy Flat 
Tia Juana Medium 26-26.9 
Tia Juana 102 L.P. 26-26.9 
Tia Juana Light 30-30.9 
Mara 30-30.9 
Cumarebo 48-48.9 
San Joaquin .. 42-42.9 
Oficina 32-82.9 
Mulata 35-35.9 
Josepin 32-32.9 
ulriquire 18-18.9 
‘emblador 20-20.9 
Pedernales 20-20.9 


Middle East Crude Prices 


Prices are per bbl. of 42 U.S. gals., exclusive of local port or other governmental charges, sales 
taxes, ete., if any; FOB loading port indicated, for gravities shown; 2c per bbl. differentials per 
degree of gravity applies for gravities below and above those shown. 


Company 

Esso Export 

M. E. Crude Sales 
Soc.-Vac. Overseas Supply 
Esso Export 
Anglo-Iranian 

Compagnie Francaise 


Esso Export 

Gulf International 

Iran California Oil 

Shell Petroleum 

Soe.-Vac. Overseas Supply 
The Texas Co. (Iran) 
Anglo-Iranian 

Esso Export 

Gulf International 

Shell Petroleum 

Soe.-Vac. Overseas Supply 
The Texas Co. (Iran) 
Anglo-Iranian 

Shell Petroleum 

Soc.-Vac. Overseas Supply 
Anglo-Iranian 

Shell Petroleum 

Soc.-Vac. Overseas Supply 
Anglo-Iranian 

Gulf Exploration 
Soc.-Vac. Overseas Supply 
Anglo-Iranian 

Esso Export 

Shell Petroleum 

Soc.-Vac. Overseas Supply 


Easo Export 

M. E. Crude Sales 
Soc.-Vac. Overseas Supply 
Anglo-Iranian 

Esso Export 

Sheil Petroleum 

Soc.-Vac. Overseas Supply 


*Not normally available for export. 


Price (Bbl.) 


Persian Gulf 


Gravity Price 
36-86.9 $1.97 
34-34.9 1.93 
86-36 .9 1.97 
36-36 .9 1.92 
34-34.9 1.91 
34-34.9 1.91 
34-34.9 1.91 
$4-34.9 1.91 
34-34.9 1.91 
$4-34.9 1.91 
34-84.9 1.91 
$4-84.9 1.91 
34-34.9 1.86 
34-84.9 1.86 
34-34.9 1,86 
34-84.9 1.86 
34-34.9 1.86 
34-34.9 1.86 
$1-81.9 1.67 
$1-81.9 1.67 
31-31.9 1.67 
36-36.9 1.92 
35-35.9 1.90 
36-36.9 1.92 
31-81.9 1.72 
$1-31.9 1.72 
31-81.9 1.1 
40-40 .9 2.08 
36-36 .9 2.00 
39-39.9 2.06 
39-39.9 2.06 


36-36.9 2.39 
84-84.9 2.35 
36-36.9 2.39 
36-36.9 2.39 
36-36.9 2.89 
36-36.9 2.89 
86-86.9 2.39 


2c per bbl. differential per degree of gravity 
except for Lagunillas Heavy for which price shown applies regardless of gravity. Price applicable 
ders for loading. For purchases made in fields, prices shown are basis 

services in accordance with published tariffs. Purchases by Creole not 
lished by schedule shown below less le per bbl. 


FOB 


La Piedras or Amuay 
Amuay 

Las Piedras or Amuay 
Amuay 

Amuay 

Amuay 

Las Piedras or Amuay 
Tucupido 

Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
Caripito 

Caripito 

Capure (Pedernales) 


Loading Port 


Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
Fao, Iraq 

Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Masbur, Iran 
Abadan, Iran* 

Abadan, Iran 

Abadan, Iran 

Abadan, Iran 

Abadan, Iran* 

Abadan, Iran 

Abadan, Iran* 

Abadan, Iran 

Abadan, Iran* 

Fao, Iraq 

Fao, Iraq 

Fao, Iraq 
Mina-al-Ahmadi, Kuwait 
Mina-al-Ahmadi, Kuwait 
Mina-al-Ahmadi, Kuwait 
Umm Said, Qatar 

Umm Said, ame 
Umm Said, Qatar 
Umm Said, Qatar 


Fastern Mediterranean 


Sidon, Lebanon 
Sidon, Lebanon 
Sidon, Lebanon 
Tripoli, Lebanon /Banias, 
Tripoli, Lebanon /Banias, 
Tripoli, Lebanon /Baniaa, 
Tripoli, Lebanon /Banias, 


Effective Date 
6-23-53 
6-23-53 
l- 1-64 
6-23-53 


6-23-53 
6-23-53 
6-23-53 
6-23-53 
6-23-53 
6-23-53 
6-23-53 


Effective Date 
1-27-53 
71-21-53 
1-24-63 


1-24-53 


7-17-53 
1-21-53 
1-24-63 
Syria 7-16-58 
Syria 
Syria 
Syria 






eepwater terminals at ports named, and are subject 
applies for gravities below and above those shown, 
for each cargo is that in effect at time vessel ten- 
for such purchases with deductions being made for terminaling and pipe line 
subject to contracts with Venezuelan government are made at prices estab- 





Canadian Fields 


(Postings of Imperial Oil Ltd. Prices are in 
Canadian dollars per bbl. of 35 Imp. gals., 


effective Oct. 15, 1964, except as noted 
Acheson/Stony Plain D-2, 
Acheson/Stony Plain L.C. 


Armisie L.C 

Big Valley D-2, D-8 
Bothwell (5-1-52) 

Daly area— Mississippian 
Duhamel D-2, D-3 
Excelsior D-2 


Fenn-North Big Valley D-2 


(5-1-52) 

jolden Spike D-2, D-3 
Joarcam-North 
Joarcam-South 
Leduc-Woodbend D-2, D-3 
Malmo D-2, L.C 

Malmo D-3 

New Norway D-2 

New Norway D-3 
(5-1-52) 


Gleneo 


Oil Springs 


Pembina Cardium (11-15-54) 


Petrolia (5-1-52) 


D-3 


Red water 


Virden area—Mississippian (11-1-54) 


Turner Valley Crude: 


D-3 


, D8 


) 

$2.605 
2.485 
2.60 
2.28 
3.206 
2.61 
2.50 
2.56 
2.29 
3.206 
2.606 


60 
2.42 
3.225 
2.43 
4.405 
2.555 
2.63 


2 

» 

? 
2.51 
2 

» 

2 

3 


Prices FOR producers 


tankage, begin with 33-33.9 gravity at $2.735 
with 2¢ differential per degree of gravity to 


64 & over at $3.355. 


Far East Crude Prices 


Prices are in U. 8. 
U. S. gals., 


dollars 


per bbl. of 42 
ex local port or other government 


charges, for crude within gravity range stated, 
loaded in full cargo lots, FOB port indleated. 


Crude 
Company 
Gravity 
Price 
FOB 
Effective Date 


API 





over-all increase. 


Crude and 
products 109.5 


BLS Crude-Products Index Rises 0.2% 


January, 1955 + NATIONAL PETROLEUM NEWS 


Distillate 


ee Seria Light 
Sarawak Oilfields Lad 


37-34 
. $2.60 


Lutong, Sarawak 


4-1-6564 












fuels 117.2 117.2 120.1 2.9 
of Labor Statistics’ index for crude oil and Residual 
as up 0.2% in November, with fuels 95.4 93.9 95.4 L1.5 
fuels and natural gasoline accounting for the Lubricating 
oils 69.7 69.7 80.5 10.8 
Index figures for crude oil, and for gasoline, kerosine, Natural 
distillate fuels and lubricating oils were unchanged from gasoline 79.5 71.6 79.5 }-7.9 
All com- 
The Bureau’s All Commodities index for November was modities 109 8 109.7 109.8 LO] 
from October, but was the same as reported (*)Preliminary 
for November last year. 
S figures, with petroleum indexes based on Platt’s . 
giztdiale canes taten (1947-49 bees 100): NPN Gasoline Index 
_ sith ; : is ; Dealer 1T.W. Tank Car 
(cents per gal.) 
Change Change Dec. 15 15.97 12.13 
Nov.* Oct. Nov. Nov.vs. Nov. ’54 Month Ago 16.02 ee 
. . 6.34 10 
1954 1954 1953 Oct. 1954 vs. Nov.’53 Yoor_ Ag 6 
Dealer index is an average of dealer tank wagon prices 
120.1 120.1 120.9 0.8 ox ton in'S6 cities 
Tank car index is weighted average of following whole 
109.3 116.3 10,2 6.8 sale markets for regular-grade gasoline, FOB refineries or 
111.9 111.9 123.9 12.0 terminals: Okla.; Midwest; W. Penna.; Calif.; NW. Y. Har- 
j F prety me bor; Philadelphia; Jacksonville; Boston and Gulf Coast 
52537 SBT 113.9 0.2 











Want to carry quality control 
right into your customer's shop? 








You can... with USS STEEL DRUMS 


ee no need to stop quality 
control when products leave your 
plant. With USS scale-free, rust-in- 
hibited Drums you can carry it all 
the way . .. when your customer is 
ready to use your products, they will 
be as clean and uncontaminated 
from scale, dirt, grease and rust as 
when they were packaged. 

Whether your products are to be 
shipped long distances, stored for a 
long time, or both, their quality is 
well guarded in safe, sturdy USS 
Steel Drums. They’re safe because a 


UNITED STATES 


tight rust-resisting coating is applied 
over a surface that’s been completely 
cleaned. They’re sturdy because 
they’re made of high-grade USS 
Steel. USS Steel Drums are better 
for you. . . better for your customers. 


@ United States Steel Products fab- 
ricates stainless, galvanized, tinned, 
painted and decorated drums and 
pails. Furnished in a wide range of 
capacities with a variety of fittings 
and openings to fit your particular 
requirements. 


STEEL PRODUCTS 


DIVISION 
UNITED STATES STEEL CORPORATION 
DEPT. 115, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Les Angeles and Alameda, Calif, - 
New Orleans, La 


Port Arthur, Texas . Chicago, Ill. 


» Sharon, Pa. 





Write for free brochure 


For additional information on this 
quality steel drum write to us at New 
York for this full-color brochure, 
“USS Drums—100% Scale-free and 
Rust-inhibited.”’ 


“It's Better te Ship in Steel" 


& USS STEEL DRUMS 
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Alabama 
Arizona 
Arkansas 
California. 
Colorado. . 
Connecticut 
Delaware 

District of Columbia 
Florida. ... 

Georgia 

Idaho... 

Illinois 

Indiana. 

lowa 

Kansas 

Kentucky 
Louisiana 

Maine. . 

Maryland 
Massachusetts 
*Michigan 
Minnesota 
Mississippi 
Missouri. . 
Montana. . 
Nebraska 

Nevada. ... 

New Hampshire 
New Jersey 

New Mexico 

New York 

North Carolina 
North Dakota 
Ohio... .. 
Oklahoma 

Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 

Texas 

Utah 

Vermont 

Virginia. 
Washington 

West Virginia 
Wisconsin 
Wyoming 


Daily Average 


Change from previous year 


Total change 


Gasoline Consumption by States, September, 1954t 


(American Petroleum Institute figures) 





Total of 48 States and 1). of © 


Percentage change in Daily Average 


tIn general, these figures include all gasoline sold or consumed within the confines of the state, regardless of whether it was for a taxable or nontaxable purpose. 


Tax Ratet 
September 
Cents 


IE AAAMOMOISASHKOAAAsIHe HM ASaIs8 Te MAanso 


eoaacce~am 





August 1954 
Gallons 
64 ,687 ,000 
27 ,048 ,000 
41,169 ,000 
455 ,879 ,000 
58 ,076 ,000 
57 ,097 ,000 
11,697 ,000 
16,115 ,000 
97 ,413 ,000 
87 ,247 ,000 
25 , 767 ,000 
225 ,663 ,000 
131 ,829 ,000 
85 ,301 ,000 
90 ,556 ,000 
62 , 749 000 
66 , 942 ,000 
30 ,277 ,000 
61,152 ,000 
102 , 452 ,000 
208 , 106 ,000 
109 , 402 ,000 
44 996 ,000 
121 ,229 ,000 
$2,143 ,000 
47 ,648 ,000 
11,717 ,000 
17 ,609 ,000 
153 ,008 ,000 
28, ,000 
306 ,197 ,000 
100 ,642 ,000 
39 800 ,000 
284 964 ,000 
71,191,000 
67 ,078 ,000 
237 ,680 ,000 
20 , 087 , 000 
50,170 ,000 
36 , 889 ,000 
70 ,963 ,000 
386 ,087 ,000 
26 ,082 ,000 
12,473 ,000 
93 , 764 ,000 
78 ,140 ,000 
40 ,627 ,000 
112,256 ,000 
18 641 ,000 


4,563 5630 ,000 


147 ,211 ,000 


Month of 
September 1954 
Gallons 
63 291 000 
26 , 200 ,000 
41,266 ,000 
437 ,961 ,000 
52,746 ,000 
54,618 000 
11,112,000 
15 ,878 ,000 
89 ,990 000 
82 ,469 ,000 
23 689 000 
227 ,662 ,000 
133 ,672 ,000 
93 038 ,000 
89 423 ,000 
61 462 ,000 
74,004 ,000 
25 639 000 
60 ,548 ,000 
96 ,458 ,000 
194 ,621 ,000 
98 264 ,000 
45 ,323 ,000 
124 ,744 ,000 


49 442 ,000 
10 ,670 ,000 
14 ,499 ,000 
140 , 333 ,000 
23 ,864 ,000 
288 ,846 ,000 
97 ,976 ,000 
32 666 ,000 
232 ,318 ,000 
67 ,662 ,000 
64,441 ,000 
229 , 797 ,000 
18 356 ,000 
48 ,196 ,000 
32 ,470 ,000 
80 , 353 ,000 
360 , 416 ,000 
24 ,091 ,000 
10 , 105 ,000 
90 ,064 ,000 
72 ,664 ,000 
36 950 ,000 
104 ,091 ,000 
14,864 ,000 


4,383 , 876 ,000 
146 ,129 ,000 


+ 130 ,054 ,000 
+3 .06°, 


tThese are state tax rates per gallon. In addition there is the federal tax of 2c per gal. 


*Decrease attributable to exclusion of industrial and commercial naphthas and solvents from gasoline tax reports, beginning Oct 


term “gasoline.” 





Gasoline Prices for 50 U.S. Cities 


Averages of prices for regular-grade gasoline on Dec. 1 as reported 


by The Texas Co. to American Petroleum Institute. Figures in ¢ per 
gal.; (i) and (d) indicate increase or decrease as compared with Nov. 1. 


Average U.S 
Portland, Me. 


Manchester, N.H. , 


Burlington, Vt. 
Boston 
Providence 
Hartford, Conn. 
Buffalo 

New York 
Newark, N.J. 
Philadelphia 
Dover, Del. 
Baltimore 
Washington, D. C. 


Charleston, W.Va. 


Norfolk, Va. 
Charlotte, N.C. 
Charleston, S.C, 
Atlanta pet 
Jacksonville, Fla. 
Birmingham, Ala. 
Vicksburg, Miss. 
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Dealer 
t/w price 


(ex tax) 
i-16.14 
15.70 
16.50 
16.90 
i-13.90 
13.90 
i-13.90 
16.50 
15.80 
15.50 
15.30 
15.70 
15.40 
15.90 
16.30 
15.10 
16.20 
15.10 
16.60 
16.10 
16.40 
16.00 





Service 
Station 
(ex tax) 
d-21.26 
d-18.90 

20.90 

22.70 
i-17.90 
d-17.90 
-16.90 
23.20 
23.90 
16.90 
18.90 
22.50 
21.80 
21.70 
23.80 
20.90 
i-22.70 

21.50 

22.80 

20.90 
d-21.50 

22.90 


PETROLEUM 


Tax 
(inel. 2¢ 
federal) 

7.50 

8.00 

7.00 

7.00 

7.00 

6.00 

6.00 

6.00 

6.00 

6.00 

7.00 

7.00 

8.00 

8.00 

7.00 

8.00 

9.00 

9.00 

8.00 

9.00 

9.00 

9.00 


NEWS 


Service 
Station 
(incl. tax) 
d-28.76 
d-26.90 

27.90 
29.70 
1-24.90 
d-23.90 
1-22.90 
29.20 
29.90 
22.90 
25.90 
29.50 
29.80 
29.70 
30.80 
28.90 
-31.70 
30.50 
30.80 
29.90 
d-*30.50 
31.90 


Memphis, Tenn 
Lexington, Ky 
Youngstown, Ohio 
South Bend, Ind 
Chicago 

Detroit 

Milwaukee 

Twin Cities, Minn 
Fargo, N.D 
Huron, S.D 
Omaha, Neb 

Des Moines, lowa 
St. Louis 
Wichita, 
Tulsa 
Little Rock, Ark 
New Orleans 
Houston 
Albuquerque, N.M 
Denver 

Casper, Wyo 
Butte, Mont 
Boise, Idaho 

Salt Lake City 
Reno, Nev. 
Phoenix, Ariz. 
San Francisco 
Portland, Ore. 
Spokane, Wash. 


Kan 


(*) Includes 1¢ city tax 





September 1953 
Callons 

60 , 830 ,000 
25 , 443 ,000 
39 248 ,000 
411,141 ,000 
50 , 726 ,000 
53 ,636 ,000 
11,043 ,000 
16 ,449 ,000 
82 630 ,000 
79 686 ,000 
22 698 ,000 
219 ,495 ,000 
127 ,658 ,000 
87 922 ,000 
77 444,000 
60 ,202 ,000 
60 ,5666 ,000 
24,796 ,000 
567 980 000 
92 ,029 ,000 
199 ,245 ,000 
100 ,462 ,000 
42 ,617 ,000 
120 ,666 ,000 
23 911,000 
46 897 ,000 
10 ,083 ,000 
14,184 ,000 
139 ,026 ,000 
26 ,670 ,000 
281,405 ,000 
96 ,964 ,000 
33 ,840 ,000 
220 , 142 ,000 
68 , 733 ,000 
564 , 382 ,000 
226 ,871 ,000 
17 , 767 ,000 
48 ,089 ,000 
31,619 000 
69 246 000 
366 , 198 ,000 
23 867 ,000 
10 494 ,000 
,000 
71,065 ,000 
39 386 ,000 
106 ,314 ,000 
15 ,286 ,000 


4,253 821 
141,794 


000 
000 


15.70 
16.40 
15.60 
1-16.70 
16.30 
16.80 
17.30 
d-15.60 
d-16.20 
d-16.40 
16.00 
d-15.40 
15.70 
14.10 
14.90 
16.50 
18.00 
14.70 
16.90 
15.80 
16.70 
19.20 
18.60 
16.90 
18.60 
18.80 
16.10 
16.60 
18.80 





+1, 082 


% Months Ending With 
September 1954 September 1953 


Callons 

567 .676 000 
240 , 736 ,000 
361 343 ,000 
3 909 862 ,000 
431 955 ,000 
471,521 ,000 
96 607 ,000 
149 , 136 ,000 
918 672,000 
762 , 180 ,000 
182 , 492 ,000 
1,972 ,349 ,000 
1, 148 ,349 ,000 
808 , 380 ,000 
729 833 ,000 
541 666 ,000 
692 600 000 
206 , 729 ,000 
526 , 777 ,000 
831 629 ,000 

1 698 627 ,000 
822 844 ,000 
411,490 ,000 

1 092 , 416 ,000 
207 ,894 ,000 
417 ,478 ,000 
84 ,808 000 
121 ,863 ,000 

1 249 ,876 ,000 


2 462 ,620 ,000 
8654 , 458 ,000 
232 683 ,000 

2 026 ,629 ,000 
619 666 ,000 
439 ,699 ,000 

1 980 ,242 000 
159 ,308 ,000 
441 414,000 
245 ,694 ,000 
684 956 ,000 

3 324 891 ,000 
202 ,226 ,000 

86 422 000 
788 652 ,000 
606 ,233 ,000 
322 ,556 ,000 
869 , 186 ,000 
123 836 ,000 


38 240 944 ,000 


140 077 .000 


440 000 
+2.91% 


d-20.40 
20.90 
19.90 

1-21.90 
22.01 
22.73 
22.90 

d-20.90 

d-22.20 
22.20 

d-20.50 

d-13,90 

1-14.90 

18.90 

19.40 

23.00 

21.50 

20.00 

22.50 

21.00 

24.00 

25.50 

24.50 

d-22.40 

24.60 
4-22.90 
21.70 
4-20.00 
24.80 


statistics —fi 


= 


- 


- 


oso = 


- 


- 


a 


1953 due to re-definition of 


9.00 
9.00 
7.00 
6.00 
7.00 
6.50 
6.00 
7.00 
7.00 
7.00 
8.00 
7.00 
6.00 
7.00 
8.50 
&.50 
9.00 
6.00 
a.SO 
8.00 
8.00 
8.00 
8.00 
7.00 
7.50 
7.00 
8.00 
8.00 
8.50 


(**) Includes 0.5¢ city tax 





,576 116 ,000 


,906 ,479 000 
, 190 , 187 ,000 


, 758 198 ,000 








Gallons 
542 , 301 ,000 
238 ,670 000 
346 , 167 ,000 









416 , 763 ,000 
454 ,642 ,000 

96 602 ,000 
152 ,907 ,000 
860 ,637 ,000 
727 , 769 000 
179 ,272 ,000 








783 3938 000 
678 ,621 ,000 
614, 107 ,000 
510 ,671 ,000 
200 318 ,000 
608 5667 ,000 
798 , 306 ,000 


794 086 ,000 
390 , 197 ,000 
066 968 ,000 
201 ,980 ,000 
410 ,564 ,000 

81,129,000 





786 807 
602 481, 
309 898 000 
861 832 000 
121 ,576 ,000 












158 604 .000 
136 112,000 











d-29.40 
29.90 
26.90 
}-27.90 
29.01 
29.23 
28.90 
4-27.90 
4-29.20 
29.20 
d-28.50 
4-20.90 
-*20.90 
25.90 
27.90 
31,50 
i O.50 
26.00 
**31.00 
29.00 
*32.00 
33.50 
12.50 

d-29.40 
32.10 

4-29.99 
29.70 

4-28.00 
33.0 































147 





MUTRIE Specialty Hauling 
Calls for Specialized WHITES 


“And that's ex- 
actly how we look at the White Tractors in our fleet,” 


MUTRIE 


SHOALTY TANKS 


boar» Sop veerpiste * Meese 
WER 35 PRESSURE 








IT TAKES specialized equipment engineered to the specialty transportation equipment 
job to handle more than 350 liquids regularly trans 
ported by P. 8B. MUTRIE MOTOR TRANSPORTATION, 


INC,, Waltham, Mass. Petroleum products, chemicals, 


Mr, Frank Mutrie, treasurer, says. “They are engi- 


neered right to our needs, and their performance Frank Mutrie, treasurer, James Mutrie 
president, ond Jack Roberts, vice-president 
—traffic, emphasize specialty equipment 
in their fleet at Mutrie 


alcohols, liquid chocolate and acids—they al! require and earning power are proof of it.” 


Tough-Run 
Comparison 


White 3000 with 3,400-galion 
reinforced plastic transport tank lone of 
first in service) that weighs only 
7,025 \bs. White 3024PLT has 110 inch wheelbase, 
Model 370A Mustang Engine, 6.67 gear ratio, 


A recent over-the-road performance of White 
Tractors with other makes of comporable copac- 
ity shows tha! the greater quality and valve built 
into the Whites pay extra dividends . . . for the 
life of the truck! 
Better Power 
White Mustang rugged performance and long life 
bring substantial imp t in schedule time. 
Operating Economy 
Average of one-half more mile per gallon... sub- 
stantial maintenance savings and longer unit life. 
Greater Payload 
Up to 20% more revenve becouse of White 
payload design. 
Improved Ride 
Greater spring capacity and better springs. 
Better Clutch 


Transportation “firsts” are some- 
what commonplace for this 55- 
year-old New England firm that 
now operates more than 5 million 
miles a year throughout New 
England, North Atlantic and North 
Central States and in the Province 
of Quebec, Canada. 

Mutrie has a modern fleet of 
White Trucks ... including the 
White 3000 with the power-lift 
cab. In commenting on the modern 
design of the White 3000, Treas- 





White 89-C rear axle and 11.00 x 22-12 tires 


Pioneer in Business, Mutrie Wants Most Modern Equipment 


urer Frank Mutrie says, “Our 
Whites work out to excellent 
advantage in so many ways. 
The maneuverability in plant 
deliveries to congested areas is 
a big time-saver. Driver reaction 
has been good both to visibility 
and riding comfort. Safety is 
important, too. 

“But the big reason we like 
these new Whites,” he says, “is 
the operating economy . . the 
extra earning power. 


Find Out for Yourself How WHITES Pay Off! 


“WHITES exactly fit our business I” 


Thot's the story you hear from the leaders in high- more work done, in less time, at lower cost. 
way transport from coost to coast. And because Find outhow White Specialized Desi 
Whites are toilored to the work they do, they get coming power in your busines. twesigete now! 


extra 





MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 
THE WHITE MOTOR COMPANY « Cleveland 1, Ohio 


FOR 


Wet Pons ers Bp ‘ 
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Arkansas Independent Oil Marketers Meet 


Bill Johnson R. G 


Johnson 


New President 


The Arkansas Independent 
Oil Marketers Assn. this fall 
picked as its president for 1954- 
55 a native Arkansan from El 
Dorado, who has been an inde- 
pendent jobber since 1937. 

R. G. Johnson is his name. 
And in him, the association gets 
a man who firmly believes the 
biggest problem facing the asso 
ciation today is the need to 
“wake up non-member jobbers 
to the value of our group.” 

When he says this, Johnson, 
a big man, squares his shoulders, 
indicating he’s going to see to it 
that a lot of these “outsiders” 
are brought in. 

Johnson and his son, Bill, are 
marketing about 2 million gal. of 
light oils annually in and around 
El Dorado. They supply 15 
service stations, plus industrial 
accounts. 

Before 1937, Johnson served 
seven years as a commission 
agent for Gulf Oil. 

Bill is being groomed to take 
over the Johnson Oil Co. when 
his father decides to retire. 

In addition to his oil business, 
Johnson operates what he terms 
“a few” for-hire transport trucks 
“on a small scale.” 

He was educated at Tyler 
Commercial College, Tyler, Tex., 
LaSalle Business School in Chi- 
cago, and at the University of 
Arkansas. 

Jesse Cox, outgoing president, 
has been elected as chairman of 
the group’s board of directors. 


Amar 


Cox 


about oil people —Jy 


Neal 


CONFERRING at the annual meeting of the Arkansas Independent Oil Marketers Assn. 
are Ed Amar, president of Louisiana Oil Marketers Assn.; Jesse Cox, outgoing presi- 
dent of AIOMA; and Leslie Neal, former president of Texas Oil Jobbers Assn. 


Robinson Sloan 


Neal 


Everhart Pruitt 


TALKING things over at the Arkansas meeting are £. H. Robinson and Sam N. Sloan, 
both of Lion Oil Co.; Leslie Neal, of Texas; C. D. Everhart, American Petroleum 
Institute, New Orleans; and 8. A. Pruitt, Skelly Oil Co. 





Clare R. Wolf has been named 
assistant advertising manager of Stand- 
ard Oil Co. (Ind.). Prior to his pro- 
motion, Wolf was assistant manager- 
seller in the Minneapolis-St. Paul 
sales division since 1952. He suc- 
ceeds Robert K. Byars, who resigned. 

Succeeding Wolf in the field will 
be Howard Kemper, assistant to the 
eastern regional manager at Detroit. 

Wolf joined Standard in 1939 as 
a clerk, served as sales manager-re- 
seller at La Crosse, Wis., assistant 
merchandise manager for motor oils 
and lubes at the general office in 
Chicago, and as sales manager-reseller. 

Kemper joined Standard in 1947 
as a reseller salesman at Decatur, Ill. 
He became sales manager-consumer 
at Joliet, ll, and assistant merchandise 
manager for heating oils and diesel 
fuels at the general office. 

al 

Two 26-year veterans in The Texas 
Co. have been promoted. George L. 
Bonar, assistant to the president, has 
been named assistant to the chairman 
of the board. Hanson D. Teeters, ex- 
ecutive assistant in the finance and 
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economics departments, has been made 
assistant to the vice president. Both 
joined the company in 1928. 
ae 
Henry J. Cole 
man, who has 
served Standard 
Oil (Ohio) as 
chief of site 
velopment in the 
marketing depart- 
ment for several 
years, is the new 
sales manager of 
the petrochemical 
department at 
Lima. Announce 
ment of the promotion was made 
by Edward F. Morrill, general man- 
ager of the department. 

Harry 8. Knobel, with Sohio since 
1950 in marketing research, moves 
into Coleman's former post. 

Coleman, with Sohio since 1946, 
started as staff assistant in marketing 
research and became advertising man- 
ager in 1949. He is a graduate of 
Dartmouth College and served in the 
Navy during World War II. He moves 


de- 


H. J. Coleman 
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=J\ about oil people 


Colorado Petroleum Marketers Assn. 


Roberts Reeves Gladney 


MeCusker Kessler 


DIRECTORS of the newly organized Colorado Petroleum Marketers Assn. are Art 
Roberts, Steamboat Springs; A. F. Reeves, Jr., Greeley; James E. Gladney, Pueblo; 
and J, R. McCusker and James Kessler, both of Denver 


Ross Gray 


Bartkus 


Rapp Dillon 


ALSO ELECTED directors were Sam Ross, Denver; A. J. Bartkus, Boulder; H. C. Dillon, 
Burlington; Herold Gray, Brush; and Herb Rapp, Denver. Six others also were elected 


to the board 





from the home office at Cleveland 
to Lima, where Sohio is building a 
$17,000,000 petrochemical plant next 
to its refinery. The new plant will 
be ready by November. 


George Douglas, president of Lakes 
Region Oil Co., Antigo, Wis., reports 
that his company is remodeling two 
service stations. 

aeminge 

Robert Fisher, treasurer of The 
Texas Co. since 1949, began his new 
duties as financial vice president on 
Jan. 1, On the same date, Stanley T. 
Crossland, former vice president, 
treasurer and director of Ethyl, Ethyl 
Anti-knock, Ltd., and Ethyl Dow 
Chemical Co., became president and 
treasurer. 

Crossland's berth at Ethyl Corp. has 
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been filled by the election of William 
R. Perdue, Jr., according to E. L. 
Shea, president. The new director 
joined Ethyl in 1950 as _ general 
counsel. 
oma 

Since Dec. 1, 
George H. Frey- 
ermuth, manager 
of the public rela- 
tions department 
at Standard Oil 
Co. (N. J.), has 
been executive 
vice president 
and director of 
Esso Export 
Corp., —_interna- 
tional sales affili- 
ate of Jersey Standard. 

He joined Standard as a chemical 
engineer at the Esso refinery at Baton 


G. H. Freyermuth 


Rouge. Later he was research engi- 
neer for Standard Oil Development 
Co., then transferred to the sales de- 
partment of Esso Standard Oil Co. to 
handle development and application 
of fuels and lubricants. At the time 
he was transferred to Jersey Standard 
to join the newly organized public 
relations department, he was assistant 
manager of sales engineering for Esso 
Standard. 
[aa 
Stewart 
Schackne, assist- 
ant manager of 
Standard’s public 
relations depart- 
ment since 1945, 
is Freyermuth’s 
successor. In 
public __ relations 
work since 1935, 
Schackne has 
been associated ‘ 
with Standard’s ©. Schechas 
department since its inception in 1943, 
first as a consultant with Earl Newsom 
and Co., and later as its assistant 
manager. Before joining Esso, he 
served six years as publicity director 
of the Sonotone Corp., which he left 
in 1942 to join Newsom. 
Graduating from Dartmouth in 
1927, Schackne served two years on 
the news staff of Scripps-Howard 
newspapers before coming to New 
York to serve as editor of a number of 
house magazines and as associate 
editor of a Hearst trade publication. 
He was born in Toledo. 


[= 

John W. Gendron has been named 
manager of Tide Water Associated Oil 
Co.’s new oil purchase and exchange 
department in San Francisco, accord- 
ing to D. T. Staples, Tide Water 
president. 

Gendron will be responsible for 
regulating the supply and co-ordinating 
the crude and products requirements 
of the manufacturing and marketing 
operations of the company. 

A Navy veteran of World War II, 
Gendron joined Tide Water in its 
San Francisco transportation depart- 
ment in 1946. He was assistant man- 
ager of the western division’s crude 
and products department from 1951 to 
1952 and its manager since 1952. 

[a 

The American Petroleum Institute's 
Oil Industry Information Committee 
has a new supervisor of women’s 
activities, Miss Marceline Marquis. In 
making the announcement, H. B. 
Miller, OIIC executive director, said 
Miss Marquis succeeds Miss C. A. 
Moon, who resigned. 

Miss Marquis was with Ethyl Corp. 
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FERTIL-ADE 


true liquid fertilizer 


The original fertilizer for Fuel Oil 
Company application 


ANSWERS THE PUBLIC DEMAND WITH ITS 


gs Progen 


1945 First with True Liquid Fertilizer 
1953 First with Fuel Oil Company Application 


1954 First with a proven result program that made real 
profits for Fuel Oil Dealers 


AND NOW 1955 First witha truly complete Lawn Service 


WEED KILLERS 


Weed Killers specially formulated 


for use in Fuel Oil Labor. : 

ar heed aor aes, . ~ SNGECTICIORS 

effective controls for Crab Grass, A specially compounded insecti- 

Dandelions, Dock, Chickweed and cide, specifically for Fuel Oil 

trol of grubs, wire worms, ants, 

mosquitoes and all other common 
CHECK THESE FACTS BEFORE lawn insect pests. 
YOU ACT ON ANY LIQUID FERTILIZER PROGRAM : 


, oe 4 
1. Does it have a proven result record? If you have two or more trucks to convert, 


Fertil-Ade has been used for more than 9 years by golf courses, green YOU CAN HAVE AN EXCLUSIVE FRANCHISED 
houses, parks, cemeteries, and other professional growers. , 
FERTIL-ADE TERRITORY. 
“ins , ’ > 
2. Will it work in Fuel Oil Trucks? Write Today for Qualifications 
Fertil-Ade has been successfully used by more than 400 Fuel Oil Dealers. Ce RS: 5 


3. What is the Manufacturer's horticultural background? 
Smith Equipment and Supply Company has been compounding horticul- Name of Company 
tural chemicals since 1945, Their rounded experience in the fertilizer and 
insecticide business gives them the reputation of experts among professional evn 
growers. 


4, Is there an adequately trained horticulturist available to answer any City 
problems that may arise? 


Any Fertil-Ade dealer can write or phone Mr. Archer H. Smith, president Territory Desired 

of Smith Equipment and Supply Company, who has been in the fertilizer 

business for over 30 consecutive years and receive immediate solutions Ne. Trucks Available 
for most lawn problems. His employees average over 12 years each in . 

this field. 

LOOK TO THE ORIGINATOR AND THE LEADER FOR GREATEST PROFITS 


IN THE FERTILIZER FOR FUEL O/L TRUCK APPLICATION FIELD. 


1615-21 N. CENTRAL AVENUE 


SMITH EQUIPMENT & SUPPLY COMPANY —enicaco se, nunors 
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for 10 years as editor of its employe 
magazine. Prior to that, she was a 
reporter in Tulsa and also edited The 
Natural Gasser, a Warren Petroleum 
Corp, publication. 

ee: 

J. Loeffler, president of the Com- 
merce Petroleum Co., has been ap- 
pointed a director of the Burning Oil 
Distributors Assn., a Chicago organ- 
ization Of independent fuel oil dis- 
tributors. 

feneetcer: =) 

Abraham Feldman, president of 
Lake-River Terminals, Inc., Argo, Ll., 
will head the Chicago District Water- 
ways Assn. for the coming year. Other 
officers elected include Robert F. 
Doepel, Sr., president of the Braun 
Bros. Oil Co., Winnetka, as treasurer 
and Walter Q. Adams, Chicago man- 
ager for Charles Martin & Co., Argo, 
as secretary. 

Members of the board of directors 
are C, C, Baumgardner, Socony-Vac- 
uum Oil Co.; H. G. Donovan, Globe 
Oil & Refining Co.; Patrick Lahey, 
Marine Oil Terminal Co.; and Fred 
Schaefer, Refiners Petroleum Co., all 
of Chicago; A. W. Frey, National Oil 
Transport Co., New York; Robert F. 


you'll find 
CHAMPION gives 


Money-Ahead SERVICE 
.. Years Longer! 


That's right! You'll find a job-matched Cham- 


pion will be your choice for dependable, economical, 
years-longer Service! And no wonder. Your Cham- 


Acker Gresham 


Fletcher 


P| 


Williford 


RETIRING PRESIDENT R. T. Fletcher of the Mississippi Oil Jobbers Assn. congratulates 
Milton G. Acker, who succeeded him last month. Others in the group are W. W. 
Gresham, vice president, and H. S$. Williford, secretary-treasurer 





Doepel, Jr., Braun Bros. Oil Co., and 
Feldman. 
—) 
The Pennsylvania Grade Crude Oil 
Assn. has named Thomas N. Cook 


pion is performance-designed for economy and endur- 


ance, It incorporates the ‘inest materials and workman- 
ship plus having 34 years of compressor specialization 
standing squarely behind it. That's why Champion Air 
Compressors have the siamina to stand up /onger under 
rugged automotive service conditions—at lower operat- 
ing and maintenance costs! Look them Att over— 


Champion Features 
that ASSURE Years 
Longer Dependability 
and Economy . . . 


@ DOMED PISTONS 
AND CYLINDERS 
@ STRAIGHT LINE 


compare features—you'll choose one of Champion's 54 


models to match your job needs exactly! You'll we 
money ahead—years longer with Champion! pror 


Write TODAY for a copy of Champion's NEW | 
Catalog—job-matching is easier and faster with 
new simplified charts and diagrams. 


@ SPECIAL AFTER- 
COOLE 

@ NO-LOAD 
STARTING 

@ ROLLER MAIN 
BEARINGS 

@ SIMPLIFIED 
MAINTENANCE 


HAMPION . 
AIR COMPRESSORS 


Champion Pneumatic Machinery Co., 846 N. Pleasant St., Princeton, Ill. att i 
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special field service representative in 
the East Coast area, with offices in 
New York City, according to W. C. 
Wenzel, executive manager of the as- 
sociation. Cook succeeds Jack F. 
Fallin, of Haddon Heights, N. J., who 
resigned to join the sales staff of 
United Refining Co., Warren, Pa. 
Cook, a native of Oil City, Pa., did 
undergraduate work at Gannon Col- 
lege, Erie, Pa., and at Bowling Green 
University in Ohio before entering the 
U. S. Air Force in 1950. He was dis- 
charged in October, 1954. 
Ses 
The Public Relations Society of 
America has two new directors on its 
board. Emerson G. Smith, director of 
public information for Continental 
Oil Co., Houston, has been elected to 
represent the society’s southwestern 
district, and Wiley B. Cotten, Jr., man- 
ager of the public relations depart- 
ment, Esso Standard Oil Co., Baton 
Rouge, becomes southern district rep- 
resentative. Both appointments were 
announced by Robert L. Bliss, national 
executive vice president. 
asa 
Norman J. Walz, owner of the 
Detroit Independent Oil Co., Detroit 
Lakes, Minn., began his first term as a 
member of the state senate on Jan. 3. 
Elected from the 63rd District, Walz 
has resigned as a member of the 
Detroit Lakes city council. 
a 
John W. Rankin is the new vice 
president and director of the Onondaga 
Oil Co., Inc., Syracuse, N. Y., Amer- 
ican Oil Co. distributor. A native of 
(continued on page 155) 
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Du Pont’s new polymeric additives help prevent 


engine sludge under low-duty driving conditions 


Which of these two new lube oil additives 


will do most to help sell your motor oil? 


If you are looking for an outstanding 
sales theme to help expand your motor oil 
market, here are two entirely new type 
Du Pont lube oil additives that offer just 
such an opportunity. 

Both are polymeric additives that pro- 
vide an economical and effective means of 
preventing engine oil sludge . . . particu- 
larly under low-temperature, low-power, 
stop-and-go driving conditions. Both do 
double duty as detergents and V. I. im- 
provers. 

As such, they can add important sales 
appeal to your products in the mass pas- 
senger car field as well as in taxi and 
other urban fleet markets. 

With either of them, in multigrade oil 
formulations, you supply not only su- 
perior low-duty detergency, but also 
provide a substantial part of the viscosity 


E. |. DU PONT DE NEMOURS & COMPANY (INC.) 


Petroleum Chemicals Division * Wilmington 98, 
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index improvement required. 

Usually such formulations produce 
better performing oils at lower cost than 
can be obtained through other additives 
or methods. 

DU PONT LUBE OlL ADDITIVE 564 is a new 
type polymeric additive which, because 
of its relatively low molecular weight, 
provides your oil with excellent shear 
stability in engine operation. 

DU PONT LUBE OIL ADDITIVE 565 has a 
higher molecular weight than Lube Oil 
Additive 564 for greater viscosity index 
improvement. 

Form No Sludge 

These ashless polymeric lube oil additives 
permit more efhcient of the 
engine oil system. Oil screens, rings, pis- 
tons, filters and other engine parts are 
kept clean and free from sludge. The re 


operation 


Petroleum 


NEW YORK, N 
CHICAGO, iit 
TULSA, OKLA 


Delaware HOUSTON, 


TEXAS 
LOS ANGELES, CALIF 


sulting free flow of oil throughout the 
entire engine system keeps it in better 
operating condition for longer periods of 
time, 

‘Commercial quantities of both addi- 
tives are now available. For testing their 
effectiveness in your own motor oils, any 
of our regional offices listed below will 
be glad to supply you with samples. 


4 a 5 Pat or 


Better Things for Better Living 


1270 Ave. of the Americas 
-8 So. Michigan Ave 
1811 Se. Baltimore Ave 
705 Bank of Commerce Bidg 
612 Se. Flower S$ 


Phone COlumbus 5-2342 
Phone RAndeiph 6.6630 
Phone Tulsa 5.5578 
Phone Blackstone 1151 
Phone MAdison 5.1691 


IN CANADA: Dw Pont Company of Canada Limited—Petroleum Chemicals Division, 80 Richmond $1. W., Torente 1, Ont 


OTHER COUNTRIES: Petroleum Chemicals Export— 
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Nemours Building, 6539 Wilmington 98, Delaware 
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Leakproof, Fast, Economical Service 
on Loading Racks 


With Rockwell-Nordstrom Valves 


Rockwell-Nordstrom valves are the most efficient and eco- 
LUBE SCREW AND 
GUN FITTING nomical valves you can use on loading racks... or any petroleum 
\ be rman marketing installation. Quarter-turn operation assures fast, 
soncahon 

pressure positive flow control, and Rockwell-Nordstrom’s pressurized 
Opennemnte lubricant sealing gives you leakproof service that eliminates 

Quick costly, dangerous wastage. 
quarter turn . - 
opens or Only Rockwell-Nordstrom offers you a complete range of 
closes valve ° 
valve sizes and operating accessories, plus lubricants that have 
been time-tested for your loading facilities. These valves and 
LUBE CHANNELS 


Pressurized lubricant 


lubricants are built around 40 years of leadership in meeting 
the petroleum and gas industries’ requirements 


perfect seal 
Whatever your valve needs, there is a Rockwell-Nordstrom 
valve and lubricant that will do the job more efficiently, more 
dependably and at lower cost than any other valve you've ever 
segues cue used. Write for complete information today and learn how 
Maximum strength, Rockwell-Nordstrom can put new profits in your petroleum 
yar see Mer marketing operations. Rockwell Manufacturing Company, Pitts 
LUBE CHAMBER burgh 8, Pa. Canadian Valve Licensee; Peacock Brothers Limited 
Jocks plug for easy 


operation, 


ween ROCKWELL- Nordstrom VALVES 


LUBRICANT SEALED FOR POSITIVE SHUT-OFF 
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Halifax, Rankin has spent more than 
35 years in the industry in Canada and 
the United States. 


W. R. Kelly R. C. Keck 


Sales promotion executives of oil 
marketers in the New York area are 
officers in the new Sales Promotion 
Executives Association. William R. 
Kelly, sales promotion manager, Sin- 
clair Refining Co., is president and 
Ray C. Keck, advertising-sales promo- 
tion manager, Cities Service Oil Co., 
is a director, 

Since September, when the idea of 
the association was born, Kelly and 
Keck were members of the organizing 
committee with Kelly as its chairman. 
The association plans to exchange 
ideas among its members, to improve 
the effectiveness of sales promotion as 


measured in terms of actual sales, and- 


to create a better understanding of the 
scope and function of sales promotion 
within management and throughout 


The board of 
directors of the 
Utah Oil Refining 
Co., Salt Lake 
City, has named 
A. J. Badger ex- 
eculive vice pres- 
ident. The  ap- 
pointment was 
announced by E, 
S. Holt, president 
of the company. 
The new position 
includes responsibilities of the vice 


A. J. Badger 


An Annapolis graduate, Badger re- 
entered naval service in 1942 to be- 
come regimental commander of a pre- 
flight school at St. Mary’s College. 
Later he served as navigator on the 
USS Detroit and took part in the 
Aleutian campaign. He also saw action 
at Iwo Jima, Okinawa and the Philip- 
pines. 

aaa 

Ownership of the Red Feather Oil 
Co., Salt Lake City, is now in the 
hands of Howard J. Williams, presi- 





dent of Williams Oil Co., Utah- 
Nevada distributor for Frontier Refin- 
ing Co., Denver. 

Williams bought Red Feather, a 
Standard Oil Co. (Calif.) burner oil 
distributor in the Salt Lake region, 
from George Y. Bywater. Williams 
plans to continue Red _ Feather's 
Standard distributorship. 


C. F. Dowd, Tide Water Associated 
Oil Co., New York, was elected presi- 














@ For more than 22 years, CONOCO Dealers have worn distinctive “trad 


mark” uniforms, produced by Unitog of Kansas City 


The good reason for Conoco's uniformity of dress, naturally, is ADVER 


TISING VALUE! That just about goes without saying 


The good reason why we can count many personal friends among Conoco 


Dealers is the fact that Unitog has consistently given personal attention and 
A FULL MEASURE OF VALUE to its dealer customers throughout the 


years we have served them 


Unitog’s long service to the petroleum industry makes us a natural source 


president in charge of marketing, the 
post Badger has held since November, 
1948. 

With the company 25 years, Badger 
started as a salesman in the Salt Lake 
division in August, 1929. Later he 
was transferred to the Logan, Utah, 
division and to Pocatello, Idaho, where 
he served as division manager. 

In 1939 he returned to Salt Lake 
City as assistant sales manager, being 
advanced to general manager of mar- 
keting in 1947. 


of help on your uniform problems. Let our ex 
perience in working with major companies be put 


to your own good use 





company 


Highest Quality Industrial Uniforms 
1617 Main Street - Kansas City 8, Mo. 


NATION-WIDE DISTRIBUTION FROM 
i ee ee ee A ee 
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dent of the Transportation Club of 
the Petroleum Industry at the annual 
banquet in Chicago. Paul J. Bond, 
Pure Oil Co., Chicago, was elected 
first vice president, and W. O. Narry, 
Richfield Oil Corp., Los Angeles, was 
named second vice president. 

Other officers are Raymond R. 
Hooper, Cities Service Oil Co., New 
York, secretary-treasurer; Paul H. 
Kuhns, Continental Oil Co., Ponca 
City, Okla., chairman of the board; 
and Lee R. Cowles, Standard Oil Co. 




























































































OPAC 


Get easier performance and 
trouble-free service with 
OPACO’S 2-way sealed Hand 
Pump. It is now the easiest 
operating Piston Transfer Pump 









































2-WAY SEALED 


“Mechanical Shaft Seal’’—The 
only low cost ene with posi- 
tive shaft seal. Eliminates pack- 
ing leaks—no gland nuts, no 
replacement of packing. 



































Weather Sealed’’— Linkage 
nd moving parts are totally 
enclosed. No ex piston 
rod and handle linkage—not 
subject to exposure or deteri- 
oration. 


IMPORTANT TO REMEMBER— 


The “Mechanical Shaft Seal’ 
(shown in circle below), ex- 
clusive on this pump, is an 
added safety factor in bending 
inflammables. Made in var- 
ious models for handling 
ee products, alco- 
101 and other liquids on 
FARMS, INDUSTRY 
AND FOR GEN. 
ERAL USE. 


Send for Catalog No, 800 
for full particulars today. 
































































































































THE OPACO DIVISION 
SALES OFFICE 
3540 $. Wabash Avenue 
Chicago 15, Iilinois 
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Red Jacket Manufacturing Co. 


Davenport, lowa 


(Ind.), Chicago, vice chairman of the 
board. 

Effective January 1, H. W. Weller, 
former vice president and director of 
Esso Export Corp., became vice presi- 
dent of Oil Trading Associates, Inc., 
according to Harvey D. Carter, presi- 
dent. Weller had been associated with 
Esso Export for more than 25 years. 


El Dorado Refining Co.’s new field 
representative in the Des Moines area 


NOW! YOU CAN PUMP MORE-- 


Fastet With minimum effort 


2-WAY SEALED 
HAND PUMP 


by 50%, with capacity of 25 
gallons per 100 strokes. The 
only new development in hand 
pumps in years. 



























RED JACKET 


FACTORY 
S. Rolff Street 

















is Lyle D. Simpson. Formerly with 

Pure Oil Co., Simpson served with the 

U. S. Navy during World War II. Born 

in Greenfield, Iowa, he is a graduate 

of Drake University, Des Moines. 
[| 


Philip C. Mil- 
ler, a veteran of 
37 years with the 
Standard Oil Co. 
(N. J.), has been 
elected vice presi- 
dent of Esso Ex- 
port Corp. Start- 
ing as an Office 
boy, Miller be- 
came chief clerk 
of Standard Oil 


, & : . » 
Export Corp., the 


Miller 


predecessor company. When Esso Ex- 


port was organized in 1944, Miller 
was elected a director and supervisor 
of foreign traffic. In 1948, he was 
named assistant manager of the sales 
and traffic department, becoming act- 
ing manager in 1953. 

——— t 

Standard Oil Co. (Ind.) has named 
W. L. Kelly supervisor of a new supply 
and transportation accounting divi- 
sion in the controller’s department of 
the Chicago general office. The new 
division will handle accounting mat- 
ters related to the operations of prod- 
ucts pipe lines, marine facilities and 
distribution terminals. 

A Standard employe since 1937, 
when he began as office boy in the 
capital stock recording department, 
Kelly served in clerical posts until 
1948 when he became assistant ac- 
counting supervisor in the products 
pipe line accounting division. 


SS 


Two division managers for Cana- 
dian Oil Cos., Ltd., have been ap- 
pointed by W. H. Rea, president. 
Gordon A. Gray becomes manager of 
the Southern Ontario division and 
Harry C. Price is the new manager 
of the Maritime division. 

Gray, succeeding the late J. T. 
Wilson, joined the company in Lon- 
don, Ont., in 1921. 

Price, who succeeds Gray as man- 
ager of the Maritime division, joined 
the company in 1920. At the time of 
his recent promotion, he was sales 
manager of the Southern Ontario 
division. 

=a 

New chairman for the Oil Industry 
Information Committee in the Cleve- 
land area is Kenneth T. Connor, 
Cleveland division public relations 

(continued on page 159) 
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Esso Servicenree 


Write today! Learn how Avoncraft can fill 
your specific requirements better! 


Porcelain Enamel 


durable, beautiful, and maintenance-free 


For Service Station construction, Avoncraft Porcelain 
Enamel is the ideal modern building material. 
Versatile—it can be readily adapted to all types of 
modern commercial design. Durable—because beneath 
its attractive porcelain surface is the strength of 
steel. Maintenance-free—due to its hard baked-on 
enamel coating which makes it impervious to dirt, 
fumes, chemicals and rust. 


FRAMELESS LOAD-BEARING WALLS © LOAD-SPAN DECKING © (CURTAIN WALLS 


architectural products 


‘ 























A Division of Avondale Marine Ways, Inc. 
P. 0. Box 1030 «© New Orleans 8, U.S.A. — 
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Out of 90 wildcat wells drilled by Cities Service in 
1953, over 67 proved to be dry. And, you may say, 
“Bad business.” But actually these dry wells repre- 
sent the “good business” sense of the entire industry. 

Even with all the latest scientific methods at their 

see and the well disposal, oil men cannot always be certain of a 
black-gold find beneath strange lands. What is im- 
portant is that Cities Service, as well as the rest of 

AAS the industry, is willing to risk huge sums on any 
reasonable evidence that they may find oil. 

\ One company may decide not to drill an area, 

G7 times : while another will say, “Let’s take the risk.” This is 

gilt-edge assurance to the nation that every possi- 

ble area will be explored. It’s a marvelous example 

of how our free enterprise, competitive system con- 

stantly influences all American business in a direc 
tion that will always benefit the consumer. 

Cities Service will continue to make new oil finds 
to help fill the oil larders of the nation . . . known 
underground oil supplies are over four times what 
they were thirty years ago. Cities Service will con- 
tinue to drill dry wells too . . . the odds are 8 to | 
against bringing in a producing discovery well. And 
these hundreds upon hundreds of dry wells, with 
the millions of dollars spent on them, will in them- 
selves serve as a monument to the constant efforts 
of the American petroleum industry to keep our 
country strong and to keep our standard of living at 
the highest point the world has ever known. 
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(continued from page 156) 


representative for Shell Oil Co. Con- 
nor’s appointment was announced by 
David Blackham, of Sun Oil Co., state 
OIIC chairman. Connor succeeds Earl 
Shelton, also of Shell Oil. 

The new OIC chairman is a mem- 
ber of the Public Relations Society of 
America, Cleveland Advertising Club, 
Cleveland Petroleum Club, West 
Cleveland Kiwanis, and the Cleve 
land Film Council. As chairman of 
the Cleveland area, Connor will direct 
OIC activities in five counties. 

eS 

After nearly 28 years with The 
American Oil Co., Herschel C. Smith, 
first vice president in charge of mar 
keting and a member of the board, 
retired Dec. 18. 

From 1949 to last August, Smith 
was president of American and a 
member of the board of Pan Amer- 
ican Petroleum & Transport Co. At 
that time, Pan American, parent com- 
pany of American, became part of 
Standard Oil Co. (Ind.) and American 
became an integrated company. He 
also served as president of the Mexi 
can Petroleum Corp. and Lord Bal 
timore Filling Stations, Inc., for sev- 
eral years. 

Smith joined American as an as 
phalt salesman in 1927 and was pro 
moted to manage the asphalt depart- 
ment in 1933, a post he held until 
he was named vice president in charge 
of sales in 1947. 

Before joining American, Smith 
taught civil engineering at the Uni- 
versity of Oklahoma and the Univer- 
sity of Michigan, was deputy state 
highway commissioner in Oklahoma 
and, in 1923, became western branch 
manager of the Asphalt Institute of 
America. 

Es 

Four 25-year employes of Suburban 
Propane Gas Corp., Whippany, N. J., 
received plaques and watches at the 


first annual dinner of Suburban’s 
Quarter Century Club. The awards 
went to Mark Anton, founder and 


president; W. D. Cook, assistant to the 
president; E. G. Howick, assistant gen- 
eral manager; and D. H. Schneider, 
assistant to the operations manager. 


as 
E. P. Simmons, general credit man- 
ager of Magnolia Petroleum Co., 


Dallas, is the new president of the 
American Petroleum Credit Assn. He 
was elected at the annual convention 
in Kansas City, Mo., after serving as 
vice president for one year. He has 
also served on the group’s board of 
directors for the past six years. 
Simmons, a native of Hillsboro, 


Tex., joined Magnolia as a credit ad- 
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“I'd say an 
ERIE ENAMEL 
Service Station 
is the 
best investment 
an operator 
can make” 
sanded af tedtiae tates 


162nd & Cottage Grove 
South Holland, Illinois 


GIVE YOUR OPERATORS THE 


Brie Advantage 


Your best salesmen are satisfied operators. Erie Porcelain En- 
amel has played an important part in creating nearly 10,000 
“best-seller” stations. When you are building or rebuilding. . . 
. remember ERIE offers you complete 





or dealing with lessors . . 


service on Porcelain Enamel for 1 to 500 stations 
struction programs or remodeling including all other trades! 

Ask about Erie’s Program Plan that furnishes all Porcelain 
Enamel and other services on your complete station program 




























new con- 












Largest U.S. Producer 
of Porcelain Enamel 
for Service Stations 


. 
Wd. your letterhead for 


40-page “Facts about Porcelain 


Enamel Service Stations for the 
Lessee and Lessor.” 
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juster in Dallas in February 1931. 
Before becoming general credit man 
ager in January, 1946, he was assistant 
manager of the Waco district and 
worked in the general manager’s office 
at Dallas. 

The American Petroleum Credit 
Assn. is composed of more than 200 
credit executives representing 80 oil 
companies throughout the U. S. and 
Canada. 

setae 

The Rocky Mountain Assn. of 
Credit Men has elected O. J. Abbott, 
head of the Red Dot Oil Co., Denver, 
as its president. 

[aa 

Inland Oil Co., oil products and 
solvents jobber and operator of gaso- 
line service stations in the Baltimore 
area, has changed its name to Inland 
Terminals, Inc., and recently moved 
into its new two-story office building 
at 2225 Evergreen Street, Baltimore. 
In announcing the change in the com- 
pany’s name, Inland issued a brochure 
that included information on the con- 
cern’s history. 

aaa 

Serving on the committee that is 
planning the annual dinner and con- 
ference of the Brand Names Founda 
tion, Inc., in New York on April 13 
is Storrs J. Case, advertising manage: 
of the Sun Oil Co. 


Henry A. Perriguey, Jefferson City, 
Mo., will retire March | as jobber 
salesman for Continental Oil Co. 
Perriguey has been a salesman with 
Conoco in Missouri for 21 years. 


DEATHS 


John Huegel, vice president of 
Bodie-Hoover Petroleum Corp., Chi- 
cago, since 1939, died Dec. 6. For- 
merly with Waters Pierce Co. and the 
Union Petroleum Co., Mr. Huegel 
organized his own firm, which became 
the Huegel-Gustafson Oil Co., ab- 
sorbed by Bodie-Hoover in 1938. 

desist a 

James T-B. Bowles, former director, 
secretary and technologist of the 
Crown Central Petroleum Corp., Bal- 
timore, died in that city late in No- 
vember. 

He had been associated with Crown 
Central from 1925 until his retirement 
last April. He was a member of the 
American Chemical Society, Ameri- 
can Petroleum Institute, American 
Society for Testing Materials, Society 
of Automotive Engineers and the 25- 
Year Club of the API. Bowles, who 
was 76, was born in Paris, Ill. 
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WANTED 
TOP NOTCH YOUNG MAN 
Of Good Appearance and Pleasing 
Personality 


To call upon preferred petroleum marketing ac- 
counts. Must have some background in petro- 
leum marketing. Coliege preseote preferred. 
Salary commensurote with ability. Excellent op 
portunity for advancement. Limited traveling in 
Southeast. Reply should be accompanied by 
photo and resume 


P 4899 National Petroleum News 
330 W. 42 St., New York 36, N. Y. 











REPLIES (Box No.): Address to office nearest you 
NEW YORK: 330 W. 42nd St. (36) 
CHICAGO: 520 N. Michigan Ave. 
SAN FRANCISCO 


Ll 


=Position Vacant 


(11) 
68 Post St. (4) 


Wanted, analytical grease chemist by mid-west- 

ern company. Between ages of 20 and 30 and with 

degree in industrial chemistry or chemical engi 

neering. Prefer married man with actual experi 

ence, but not required. P-4802, National Petroleum 
ews 


Positions Wanted = 


Young man, 33 years old wants position with 
security and future with Oil Company or jobber. 
12 years ¢ xperience in sales, sales promotions, ser 
vice station operation and supervision, some bulk 
plant experience ’refer South, would consider 
other PW.-4756, National Petroleum 
News 


boss is 33 and | don’t want to wait for his 
job. As advertising, sales promotion and merchan 
dising assistant have creative and administrative 
experience in petroleum marketing. Currently 
working with plans, budgets, programs, policies 
for Tulsa-based regional company. Want bigger 
opportunity in bigger job with progressive marketer 
or other oil industry company. Family, 32, vet- 
eran, business and journalism grad. Will re 
locate. Top references. Write PW-4902, National 
Petroleum News 


location 


—=Selling Opportunity Wanted 


Manufacturers 


+? Representative contacting the 
ajor 


Oil Companies and the Independent Oil 
jobbers would like to secure oil equipment line 
for the states of Illinois and Wisconsin. RA-4840 
National Petroleum News 


|\RQuNMENT eau 


For Sale 


Brownie Tank truck trailer. 1949 mod., 4000 
Gal, cap., 4 comp, (2-1200 2-1800) First class 
cond & comp. overhauled & painted. Asking price 
$2000, FS-4600, National Petroleum News. 


For Sale: Oil jobber and distributorships, largest 
selection in New York State, cash needed from 

$15,000 to $250,000 Gall mage 500,000 to 5,000, 

000, Principals only. Oil Business Exchange, Inc., 
> Wall St., N. Y . 5. Phone WH 4-6040. 


For Sale 3000 gallon Autocar Cab over Engine— 
#4 and #6 oil air reel 14%” hose for #2 oil—3” 
pump automatic ticket printer perfect running 
condition, Price $4275.00. MA j 8556. FS-4801, 
National Petroleum News 


For Sale: Two 4,000 gallon tank trailers, 6 
compartments each. Good condition. Price $1400.00 
each, C. H, Miller, The Texas Company, Zanes 
ville, Ohio 


WANTED 


ANYTHING within reason that is wanted in the 

field served by National Petroleum News can 
be quickly located through bringing it to the 
attention of thousands of men whose interest is 
assured because this is the business paper they 
reac 


|) SPECIAL SERVICES. 


Mailing lists of refined oil, fuel oil, and LPG 
dealers, Write: Oil Industry Mailing List Co., 
405 Tuloma Bldg., Tulsa, Okla 


// BUSINESS OPPORTUNITIES 


Bulk Oil Plants—-Propane Gas plants selected 
properties throughout the midwest. e€ specialize 
in petroleum properties. Petroleum Marketers, 605 
Produce Bank Bldg., Minneapolis 3, Minnesota 


Luxurious Living and 12% return on investment 
over 50,000 acre ranch for sale, in well-protected 
foothills off Pikes Peak. Ideal climate, 25 minutes 
to Broadmoor Hotel, on paved highway. Deer, 
wild cat, lynx, lion, a hunter’s paradise, a steer’s 
delight. Will carry 1500 head. Also available, 
17,000 acre adjoining ranch, All year live stream 
through ranch, Excellent fishing. Must sell imme 

l of Eastern interests, Write or wire 


diately because 
P. ©. Box 1403, Colorado Springs, Colorado 


Wanted Fochauing for 15,000 gallons 
monthly, with 50,000 monthly during Fall months 
Small packager preferred in Baltimore to New 
York area. Write BO-4892, National Petroleum 
News 





Old established oil comp ding plant metro- 
politan area, for sale as going concern. Excellent 
buy, price reasonable. Owner retiring. BO-4925, 
National Petroleum News 





FOR SALE 
MAJOR COMPANY JOBBER doing over 1,000,000 
gallons annually. 8 service stations, own three 
stations and bulk plant, all gortonaee controlled. 
In town of 6,000 popuretion wit miles of St. 
Louis, Mo. One of the best deals in the mid-west. 
Approximately $125,000. Owner ready to retire. 


Petroleum News 
Chieago ti, 1H! 


Write BO-4819, National 
520 No. Michigan Ave. 








WANTED: 

2000 Used Computer Gas Pumps 
state age and lowest price. 
ALFRED C. DRIER 
1353 Pennsylvania Ave., Sf. Lowls 14, Mo. 








FOR SALE OIL TANKS 
Two—2400 gal. gasoline or fuel oil tanks. % gauge, 
in excellent condition. As is $500.00 each. Uncondi- 
tional Guaranteed $600.00 each, For further infor- 
mation contact 

BEST WELDING CO. 
86 Lesbia St., Bridgeport, Conn. 
Phone Edison 42512 


MAN HUNTERS ——— 








If you are looking for personnel 
on the executive level, there is 
no better way than through the 
more than 16,740 paid sub- 
scribers of this publication. You 
can make contact with them 
quickly, easily, and economically 
through NATIONAL PETROLEUM 
NEWS’ classified section. 
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CLASSIFIED 








UNDISPLAYED RATE 
$1.50 o line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as a 
line. (see { on Box Numbers.) 
POSITION WANTED. Undisplayed rate is one 
half of above rate, payable in advance. 


INFORMATION: 
BOX NUMBERS count one additional line in 
undisplayed ads. 
DISCOUNT OF 10% if full payment is mode 
in advance for four consecutive insertions of 


DISPLAYED RATE 


The advertising rate is $14.50 per inch for oll 
advertising appearing on other then a con- 
tract basis. Contract rates quoted on request 
AN ADVERTISING INCH is measured % inch 
vertically on one column, 3 columns—30 inches 


PROPOSALS, $1.50 cents a line an insertion undisplayed ads (not including proposals). —to a page 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL P8TROLEUM News, 330 W. 42nd St, N.Y 
SECTION CLOSES January 15th for February issue 


TANK TRAILER SALE 


ALL UNITS GUARANTEED 


SINGLE AXLE UNITS TANDEM AXLE UNITS 
4700 gal, 6 compt Frevhauf, Tortion, meters 
2000 gal, 2 to 6 compt. DBH, air, clean, new 


bucket, b lean, 3” 
paint, 10 x 20 tires, boca 2 $1150.00 ee weeticen ceoriso to $2950.00 
750 to $11 


5000 gal, 3 compt. Freu, Std Steel, Reyco, 
3300 gal, 3 compt. DBH, air, clean, new 


Meters, 3’ lines, air brakes, 10 x 20, clean. 

paint, 10 x 20 tires, side boxes, Quaker City $2750 to $3250.00 

Meter, 3” $1350.00 4500 om, 8 compt J se 1951, ~ ole 

3700 gal. 6 compt. DBH, air, clean, new yong ong oe, oe Tare, Sew pon"; 4950.00 

ROCKING LETTER SFT. X SFT. Se a ae Osi 250 bon, | Devi, 5800 gal 1951 Gramm, 3 compt. DBH, 214”, 

NEON GAS STATION SIGN ' e manifold, legs, Striper model, new a? 
s 4000 gal, 3 compt. DBH, air, clean, new clean. 

GUARANTEED CONDITION paint, 11 x 20 tires, side box, Fruehouf, 3” 6150 gol, 1952 Hiway, 3 compt oon a 
FRACTION OF ORIGINAL COST $1150 to $1550.00 manifold, legs, clean, 3° em. valves, etc 
F.0.B, CHICAGO YOUR TRUCK — compt. air, clean, new paint, 

OR WILL DELIVER AT COST 10 x tires, legs, TC. steam coils, internal 

WITHIN 300 MILES valve $1350 to $1550.00 

WRITE FOR PARTICULARS 4000 gai, 4 compt. air, clean, 10 x 20 tires, 

legs, TC. side box, meters, (Two) clean 

ste Gots, Notional Potsieus News $1750.00 

Y Ave., , mn. 

ee itcage 11, it 2000 gal, 2 compt, truck tank, 16’ long, Fuel 
oi! primed, painted mounted on your truck 
$750 








FOR SALE 


CELE 





$3950 

4750 to 5200 gal, insulated Aspholt tanks, 
new insulation, Reyco tandem, 10 x 20 tires 
5’ Internal val $3750 to $4450.00 
6100 gal, insulated Asphalt tank, clean, 10 x 
22 tires, 5° internal valve, | compt 

$3750 to $4750.00 
2500 gallon, Insulated SULPHUR tonks, 
Steam valve, new tires, 1953 tank, etc., like 
new $4250 to $4750.00 





Pictures & Data on Request 


BRUCE E. HACKETT CO. 


621 W. 58 —Hi 1385 
Kansas City, Mo. 


STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 
Other Tanks Too 
Also — Complete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 








For Lease—TANK TRAILERS 
Both single and tandem, for gasoline, Oli, Asphalt. 


FOR SALE 


2500 Gallon full skirted streamlined Butler trailer 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION — | | ayeutfency TAR, crnUCte,AaD TAR, | | ceuy epic oee fSer cbies op, tp 


50 Church Street needs, we will do our best to help you condition 


Phones Gpenage 7-9000 TANK LEASING COMPANY, 621 West 58 St. 


New York 7, N. Ww. C. WRIGHT 
Pione Jackson 2812, KANSAS CITY, MISSOURI 


911 Harrison St., New Castle, Pa. 


PAR-TES REBUILDS, RENEWS, REFINISHES 
of wes equipment cost 


NEW PUMPS FOR OLD 


One or more of the pump treatments listed 
will renew your old, beatenup pumps for 
another complete term of profitable service. 
Mail coupon or postal card for details. 


























NEW VIKING PUMP 


FOR SALE—1-ZM-4" Standard Fitted geared 
motor driven units 300 G.P.M. @ 300 Rem 
with relief valve on the pump head set at 35 
Ibs. pressure with extra long packing boxes, 
Shofers Thrust bearing pedestal, base gearing and 
totally enclosed gear guards; units complete with 

P., 1800 R.P.M. 3 phase 60 cycle 220/440 
volt, explosion proof motor 








MODERNIZE REFINISH 
PEOESTAL ge enTing 
STYLING a PEOESTAL 














Pump was never used, in the original fac- 
tory crate, to be sold at an attractive price. 


BROADWAY PETROLEUM CORPORATION 
9108 Miles Ave., Cleveland 5, Ohio 
Phone: MI 1-6481 INSTALL 


aroun 
PuMP UNIT 


Refinish 
COMPUTER & = mernacs 
TOTALIZER } woes ass 

wees 














AoO Hwost 
attanver 























‘SO to "52 1. H. C. LF-195 Tandems 
. ©. K- INSTALL Y 
aeeunt ormencoeuens 
400. Gal. Fruchaut Tankers METER AND 
re. selection of this type of equipment in this comeuTeR 
area. We will sell P ay a unit meeting your needs 
with proper weight dist. at the price you want to pay 
MILLER SALES & SERVICE 83692 
lowa City, lowa 
After hours or Holidays 7796 of 60725 




















ADDRESS 


city 
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Ask about 
Oronite’s “custom-formulation” 


of lube oil additives 


To study additive performance — this 
Engine Program Controller provides 
by means of pre-set punched tape 
close and reproducible control of test 
engines under a variety of speed, 
load and femperature conditions 


simulating actual driving 


Oronite specializes in“custom-formulating” With Oronite Additives 
you can formulate oils to 
: ; an . meet the new A.P.L Service 
your price and performance specifications. Classifications and can 
Because of Oronite’s advanced research, meet specifications for 2- 

‘ p “ogee este 104-B, MIL-0-2104, Supple- 
testing and manufacturing facilities, custom- 


. ’ ment I and Series 2 oils. 
compounding has been accomplished at 
OTHER ORONITE PRODUCTS 


Gas Odorants 
With a years-ahead additive program it | Polybutenes 
4 | Phenol 


Lnlated ol : Soe Wetting Agents 
finished oil with competitive advantages Fuel Oil Additives 


you need to win and hold a market. 


additives to your exact needs— meeting 





progressively lower treating costs. 
is possible that Oronite could provide your 
Why not talk it over with an Oronite ad- 


ditive specialist. Contact our office nearest 
you, 


COMPANY 


, 


=f, meetings 


JANUARY—1955 


Society of Automotive Engineers, golden anni- 
versary annual meeting, Sheraton-Cadillac 
and Statler Hotels, Detroit, Jan. 10-14. 


South Carolina Oil Jobbers Asen., annual meet- 
ing, Columbia Hotel, Columbia, Jan. 13. 


Kansas Oil Men's Assn., annual convention, 
Baker Hotel, Hutchinson, Jan. 17-18. 


Independent Oil Men’s Assn. of New England, 
Statler Hotei, Boston, Jan. 19. 


Kentucky Petroleum Marketers Assn., annua! 
meeting, Brown Hotel, Louisville, Jan. 19-20 


Northwest Petroleum Assn., Radisson Hotel, 
Minneapolis, Jan. 27-28. 


Truck Trailer Manufacturers Assn., Inc., Boca 
Raton, Fla., Jan. 27-29. 


FEBRUARY 


Florida Petroleum Marketers Assn., George 
Washington Hotel, Jacksonville, Feb. 4. 


Missouri Petroleum Assn., Muehlebach Hotel, 


Kansas City, Feb. 7-9 


American Society for Testing Materials, com- 
mittee D-2 on petroleum products and lubri- 
eants, Rice Hotel, Houston, Feb. 13-18 


Iowa Independent Oil Jobbers Assn., annua! 
eonvention, Fort Des Moines Hotel, Des 
Moines, Feb. 15-16 


Texas Oil Jobbers Assn., management institute, 
record keeping course, Driskill Hotel, Austin, 
Feb. 15-17. 


American Petroleum Institute, division of mar- 
keting, lubrication committee, Sheraton- 
Cadillac Hotel, Detroit, Feb. 16-17. 


California Petroleum Distributors Assn., an 
nual meeting, Sacramento, Feb. 19-20. 


MARCH 


Wisconsin Petroleum Assn., Hotel Schroeder, 
Milwaukee, March 2-3 


Illinois Petroleum Marketers Assn., annual 
meeting, Hotel Pere Marquette, Peoria, 
March 8-9. 


Ohio Petroleum Marketers Assn., spring con- 
vention and trade exposition, Deshler-Hilton 
Hotel, Columbus, March 15-17. 


Texas Oil Jobbers Assn., annual convention 
and trade exposition, Gunter Hotel, San 
Antonio, March 17-19 


APRIL 


Natural Gasoline Assn. of American, annua! 
convention, Baker and Adolphus Hotels, 
Dallas, April 13-15. 


Fuel Oil Distributors Asan. of New Jersey, an- 
nual convention, Berkeley-Carteret Hotel, 
Asbury Park, April 27-29. 


MAY 


Liquefied Petroleum Gas Assn., annual con- 
vention, Conrad Hilton Hotel, Chicago, May 


American Petroleum Institute, division of 
transportation, products pipe line confer- 
ence, Edgewater Beach Hotel, Chicago, May 
16-18. 


American Petroleum Institute, division of mar- 
keting, lubrication committee, The Green 
brier, White Sulphur Springs, W. Va., May 
16-18, 


American Petroleum Institute, mid-year meet- 
ing of the division of marketing, The Chase 
and Park Plaza Hotels, St. Louis, May 23-25. 
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ADVERTISERS 


This index is published as a convenience 


to the readers. Every care is taken to 


make it accurate, but NATIONAL PETRO 
LEUM NEWS assumes no responsibility for 


errors or OMISSIONS 


AC Spark Plug Division 
General Motors Corp. 
American Flange & Mfg. Co. 
Ashland Oil & Refining Co. 
Avondale Marine Ways, Inc. 


Inc. 
Battenfeld Grease & Oil Corp. 30) 
Bean Division, John 


Barmotive Products, 


110 
Benjamin Electric Mfg. Co. 65 
Blackmer Pump Co. 76 
Bowers Battery & Spark Plug Co. 100 
Brodie Co., Ralph N, 2nd Cover 
Buckeye Iron & Brass Works 101 
Butler Mfg. Co. 75 


Food Machinery Corp. 


ampbell Chain Co. 55 
anfield Oil Co, 63 
hampion Pneumatic Machinery 

Co. 

‘hampion Spark Plug Co. 


152 
26-27 
‘hamplin Refining Co. 64 
‘hevrolet Motor Division— 
General Motors Corp. 106 
158 
102 


ontinental Can Co. 91 


ities Service Oil Co. 
lark Equipment Co. 


‘rown Cork & Seal Co., Inc., 
Can Div. 19 


Dayton Rubber Co. 16 
Deep Rock Oil Corp. 
Delco Remy Division, 


General Motors Corp. 112- 


DuPont de Nemours & Co., Inc., 
E. I., Petro-Chem. Div. 


Eaton Mfg. Co. 72 
Elco Lubricant Corp. 105 
Elk Refining Co. i4] 
Enjay Co., Inc. 13 
127 
Erie Enameling Co. 159 
Ethyl Corp. ] 
114 


Equipment Sales Co. 


Ever-tite Coupling Co. 56, 


28-29 


14-15 


Fertilene Corp. of America 
Fram Corp, 


General American Transportation 

Corp. 98, 118 
Geuder, Paeschke & Frey Co 103 
Gilbert & Barker Mfg. Co 

6-7, $3. 

Globe Union, Inc 
Gray Co., Inc. 
Guardian Light Co 
Gulf Oil Corp. 


Habhegger Co., E. O 
Hartol Petroleum Corp. 
Heil Co. 

Hilts & Co., E. L. 


Facing Page 


Indiana Oil Equipment Co 


Jones & Laughlin Steel Co 
Joy Co., Edward 

Kim Hotstart Mfg. Co 
Kingsley Mfg. Co 


Leland Electric Co.—Div. Amer- 
ican Machinery & Foundry Co 


Marlow Pumps 
Morrison Bros 


130 
84-85 


National Cash Register Co 


National Petroleum News 
Neptune Meter Co. Facing Page 65 
New England Petroleum Corp. 137 


Nordstrom Valve 154 


OPW Corp. 2 


Oronite Chemical Co 162 


Paragon Oil Co. 137 
Patent Chemicals, Inc 137 
Petroleum Week 68-71 
Philadelphia Valve Co 3] 
Phillips Co., Oscar 123 
Pratt 
Progress Mfg. Co., Inc 87 
20-21 


Poster Co 107 
Purolator Products, Inc 
Red Jacket Mfg. Co. 156 
Renick & Mahoney, Inc 126 
Republic Oil Refining Co 136 
Richfield Oil Corp. of N. Y 47 
Rockwell Mfg. Co. 92-93 
Roper Corp., George D. 79 
Rotary Lift Co. 120-121 
Rutledge Equipment Co. 127 
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“Here's remote control _ 
pumping at its best! 
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STATION 








—R wun — PREMIUM 


SUBMERGED PUMPING 


Here is the last word in modern pumping equipment costs. Reduces maintenance. 
(Tokheim Remote Control Assembly No. Improves delivery and service. Permits 
55). With pumps submerged in storage better station planning. One pump will 
tanks, gasoline is “pushed” to island dis- | do the work of six or eight conventional 


pensers. Saves piping, installation and pumps. Hundreds in use. 


STATION 





= ... 


2 & REQULAR } Premium J etoyuine Patmium 
SURFACE 


PUMPING PIT PUMPING 


Tokheim surface pumps (Models 45 KCP and 46 lokheim pit type Remote Control Pumps (Models 








RCP) are placed above the ground near the storage 
tanks, and deliver fuel through island pedestals. 
They develop maximum suction efficiency and 
overcome the pumping problems posed by long 
supply lines, extreme temperature changes and 
large storage tanks. Many Tokheim Remote Con- 
trol Systems with surface pumps are performing 
dependably in all parts of the country. 





15 RCP-PT and 46 KCP-PT) are placed below 
the ground surface directly above the storage 
tanks. They utilize the same pumping unit as 
Model 39 Lo-Boy pumps, and deliver fuel through 
the same dispensers as other Tokheim RC systems. 
Pit pumps offer the advantages of RKC surface 
pumps, and in addition leave the ground area 
above the storage tanks free of obstructions. 


Let Tokheim engineers aid you in selecting the proper system. Write for Bulletins 330 and 339 


te contro! pimping Hw; 
far rem &%& berg. 


island dispenser 39A-RC with 
Retrév-A-Hose. E-Z-Fill type (398-RC) 
in which hese retracts inside 
housing, alse available. 


Aya Ta i CENTRAL SERVICE SYSTEM 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 


Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto, Ontarie 











AUTOMOTIVE GREASES FROM SUN 


pay off in profits for wholesalers 


CUP GREASES 


Application—Recutiar for cup and gun ap- 
plication under ordinary temperatures and 
where service is not severe. WINTER GRADE 
for all types of equipment which must be 
lubricated outdoors, often at extremely low 
temperatures, 


Description —.Medium-viscosity oil and lime 
soap. Smooth texture. Water repellent. Re- 
sist washing action of water. Will not de 
teriorate at ordinary operating tempera- 
tures. WInTER GRADE offers the additional 
advantage of not hardening or stiffening in 
cold weather. 


UNIVERSAL JOINT GREASES 


Application—Hxavy is recommended for all 
types of automotive equipment under 14- 
ton capacity. SpeciaL Heavy is for use on 
large trucks and buses where temperatures 
run higher and service is more severe than 
on lighter equipment. 


Description—High-viscosity oil and soda 
soap. High melting point. Extremely adhe- 
sive. Will not emulsify. Low channeling test. 


WHEEL BEARING GREASES 


Application—Specia, Heavy recommended 
for all types of automotive equipment under 
114-ton capacity. Heavy Duty is recom 
mended for use on large trucks and trailers 
and on buses—-where temperatures run 
higher and service is more severe. 

Both SpeciaL Heavy and Heavy Duty 
resist the heat, pressure and churning action 
of wheel bearings without flowing into 
drums. Pass U.S. Army Wheel Bearing Test 


Description — High- viscosity oil andsoda soap. 
High melting point. Extremely adhesive. 
Will not emulsify. Low channeling test 


WATER PUMP GREASE 





Application 


lubrication. 


Description — Mediu 
soap. Will not emu 
Resists washing-a 

deteriorate at oper 


Recommended for water pump 


viscosity oil and lime 
in hot or cold water. 
of water. Will not 
g temperatures. 


CHASSIS LUBRICANTS 
» a ~\ 


Application—Recutar is recommended for 
general chassis lubrication of all automotive 
equipment, Extra Heavy is recommended 
for general chassis lubrication of automotive 
equipment where abnormally high atmos 
pheric temperatures are encountered 


Description—High-viscosity oil and lime 
soap. Outstanding adhesive and cohesive 
characteristics. Will not squeeze out under 
heavy shock loads. Excellent pumpability 
Good corrosion resistance. ExTra Heavy 
has the same characteristics as REGULAR, 
but resists higher atmospheric temperatures 


PRESSURE SYSTEM GREASE 


Application—For use as a general chassis 
lubricant in passenger cars and heavy duty 
trucks. Recommended for application to 
cams, shoe anchor pins, wearing plates and 
auxiliary parts of the braking mechanism 


Description Heavy-bodied, high-viscosity 
oil and lime soap. Superior wetting quality 
and adhesiveness. Good corrosion resistance. 
Stable. Free -flowing. High load -carrying. 


Give your customers quality greases, from one of the most complete lines in 
the industry, and you build a profitable business. Your Sun Representative or 
the Wholesale Manager in any of the offices listed below will give you complete 


technical data, prices and delivery information. 


Boston—HU bbard 2-7765 
Cuicaco—HaA rrison 7-2562 
CINCINNATI—GArfield 3930 
CLEVELAND— VU Ican 3-6100 


DaLLas—PR ospect 1611 

Detrroir— WOodward 1-7240 
JACKSONVILLE —Jacksonville 3-0941 
MOoNTREAL— WI IIbank 2131 


SUN OIL COMPANY PHILADELPHIA 3, PA. 


In Canada: Sun Oil Company Ltd., Toronto and Montreal 


New Yorx City 
PHILADELPHIA — KI ngsley 6-1600 
PirrspuRGH—GR ant 1-1645 
Toronto—GLadstone 3581 


LE xington 2-9200 





